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ell Good Deushes 


Wr you sell a customer quality 
paint it's easy to sell him an Osborn 


Brush and make two profits instead of 





one. You perform a real service to your 






customers and build real profits for your- 






self when you sell the perfect combination 






—good paint and Osborn Brushes. 






THE OSBORN MANUFACTURING LOMPANY 


5401 HAMILTON AVE. CLEVELAND, OHIO 







Sales Branches: 
New York + Detroit - Chicago 
San Francisco - Los Angeles 
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DRILL BUSINESS 1S GOOD 


During the last six months quite a number of manufacturers have tested in 
their own plants the new Greenfield Twist Drills. Orcers have invariably 
followed these tests—until our Drill Department has been obliged to go 











on overtime. 


ry 
Results of these tests have been sufficiently conclusive to bring considerable GREENFIELDS 


new business to distributors who handle Greenfield Drills. 














This company is interested in wider distribution of its drills to provide Small Tool Lines 
quick service for manufacturers whose drill business is on a volume basis. tie 
Qur policy of cooperation with distributors will gladly be outlined to 2 DIES 
those who wish to increase their drill volume. Address our Sales Promo- 3 SCREW PLATES 
; : 4 TWIST DRILLS 
tion Department at Greenfield. 5 PIPE TOOLS 
6 REAMERS 
7 GAGES 
Simplify Your Selling 
GREENFIELD, MASS., U.S.A. 
New York: 15 Warren St. Chicago: 611 W. Washington Blvd. Detroit: 228 Congress St., W. 
Canadian Plant: Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario H. A. 9-11-30 
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Satisfied with one tool - - - 











the mechanic buys others 


of the same brand 


HE average carpenter, plumber, elec- 

trician, etc., is the same in his buying 
habits as you are. He buys the brand that 
serves him best, just the same as the man who 
buys one brand of shoes year after year. 


When these mechanical men find that a 
Greenlee Auger Bit has given them long exact- 
ing service, they naturally buy a Greenlee Ex- 
pansive Bit, Chisel or Bit Extension, whenever 
the need arises. 


RBBB 28 y 


Hardware dealers who handle the Greenlee 
line cash in on this buying habit. They cash 
in because Greenlee manufactures a complete 
line of tools for boring and mortising, as well 
as a few specialized tools for working in metal. 


a See NDE e sy 


Give this 
book away 


FREE! 


Stop for a minute and think of the profit that 
you can make selling Greenlee Tools. Here 
you have a line that includes all kinds of 
brace bits—solid center, extenson lip, unispur, 
double speed, ship auger, etc.; all kinds of 
chisels, gouges and draw knives, as well as 
a complete line of expansive bits, bit exten- 


Ay 


sions, reamefs, screw driver bits, wood drills, 
countersinks, joist borers and knockout 
punches and cutters. 

Here is a line with tremendous possibilities that 
will make money for you just as it has for 
thousands of others. Don’t put off writing 
any longer. Get a letter in the mail now 


asking for prices and literature. 






Give this miniature 24-page 

catalog away free to your best 
\ customers. It contains many 
things interesting to users of 
tools, including bit and chisel 
sharpening instructions. Write 
for a supply. 

















DISTRICT SALES OFFICES 


NEW YORK: 53 Warren St. NASHVILLE: 504 Cotton States Bldg. SEATTLE: L. C. Smith Bidg. 
BOSTON: 34-38 Binford St. SAN FRANCISCO: Sheldon Bldg. VANCOUVER: 2808 39th Ave. W. 
PHILADELPHIA: 2401 Chestnut St LOS ANGELES: 1301 Washington Bldg. MONTREAL: 129 St. Peter St. 


GREENLEE IOOLS 


Greenlee Fool Co., Rockford, 7/1. 









Tools that 
Stay Sold- 
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Have you overlooked this new, 
good looking floor protector? 


“Drive-On” Features 


1 Sharp edged hollow tube drives 
on without boring a hole. Gives 
positive grip. 

2 Flexible joint permits tilting fur- 
niture. The broad base remains 
flat on floor. 


3 Smooth, broad, base of unbreak- 

able Atlasite,spreads weight, adds 

finished appearance. Save floors. 
Slides smoothly. 








This is the steel driving tool that is 
packed with each set of “Drive-Ons.” 





Display this item—it means 
year “round profit for you! 


National advertising is selling this of Bassick furniture rests can meet 
product to your customers. NoMar any requirement... “Drive-On” No- 
rests spread weight, save floors from Mars for furniture not bored for 
gnawing furniture legs, slide smooth- casters .. . “Socket” NoMars for fur- 
ly, and add finished appearance. No niture that has socket holes... 
wonder housewives buy them on “Casters” forall purposes. That makes 
a complete line up 
for perfect floor 
protection—a com- 
plete new service. 





sight. 


With “Drive-Ons” 
in stock, your line 





= table display of casters and 
a 


r Rests will increase your sales. 











THE BASSICK COMPANY, Bridgeport, Connecticut 


Bassick 


For 34 years the “buy-word” for fine casters and furniture rests 




















HARDWARE AGE for SEPTEMBER II, 1930 5 


—— A NEV == 
DENTIFICATION MARK 


For the UNITED STATES STEEL CORPORATION 
and its Subsidiary Manufacturing Companies 


Y @Y 










































J“HE Subsidiary Manufacturing Companies of the 

United States Steel Corporation hold in common 
this simple ideal of service—constantly to seek improve- 
ments for their products, and to make these products 
available on a basis that assures a full measure of value. 
The new mark here introduced to you stands for this 
ideal of service and is a sign of quality. In future adver- 
tising and promotion work, it will be used in connec- 
tion with the well known symbols of this Company. 








American Sheet and Tin Plate Company 


General Offices: Frick Building, Pittsburgh, Pa. 





SUBSIDIARY OF UNITED STATES STEEL CORPORATION 


PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES 
AMERICAN BRIDGE COMPANY CARNEGIE STEEL COMPANY FEDERAL SHIPB’LDG. 4 Dry Dock Co. THE LORAIN STEEL COMPANY 








AMERICAN SHEET AND TIN PLATE COMPANY COLUMBIA STEEL COMPANY ILLINOIS STEEL COMPANY TENNESSEE COAL, IRON & RAILROAD Co, i 
AMERICAN STEEL AND WIRE COMPANY CycLone FEnck COMPANY NATIONAL TuBE COMPANY UNIVERSAL ATLAS CEMENT COMPANY 
Pacific Coast Distributors — Columbia Steel Company, Russ Bldg., San Francisco, Calif. Export Distributors—United States Steel Products Company, 30 Church St., New York, N.Y. rt 
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1e Proof 
bf the Puddins 


When rope stands the punishment of the frozen 
north for many consecutive months and is in such good 
condition that it does not require replacing for another 
strenuous and lengthy expedition—it’s real rope. 


Such service is one of the achievements of the Co- 
lumbian Tape-Marked Rope equipment of the schooner 
Morrissey, famous explorers’ ship which has just sailed 
again for the far north. 


This guaranteed Rope is carried in stock by leading 
Jobbers, located conveniently throughout the United 
States. They will tell you how Columbian excels in 
waterproofing, how flexible it is, wet or dry and what 
a durable rope it is. Order Columbian Tape-Marked 
from your jobber. If he doesn’t stock it, write direct 
to us. 


COLUMBIAN ROPE COMPANY 


352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


? eee iat iranehes:— New York Chicago Boston New Orleans Philadelphia 


COLUMBIAN ROPE 
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NON-SKID Serew Drivers 


TVhe blades of Non-Skid screw drivers are 
made of electric furnace chrome vanadium 
steel—the toughest of all tool steels. 


















No matter how many 
smooth-blade screw drivers 


aman may have— 
he will buy a NON-SKID 


MAN may think he has all the screw drivers he needs- 

until he sees the Non-Skid! Then he knows he has found 
a screw driver that will do work which his old smooth-blades 
cant do. So he buys at least*one Non-Skid—-no matter how 
many other screw drivers he owns. 


You can get extra screw driver business—you can make sales 
which otherwise would be lost—by displaying Bridgeport Red 


This Crown Non-Skid Screw Drivers Send now for the Non-Skid 
Display Display Stand with block and screws pictured at the left—it is 
: supplied free with opening stock of only one dozen assorted 
Stand styles and sizes. This assortment costs you only $3.67 and 
FREE sells for $5.50. Order now from your jobber or direct. 
with on ly Non-Skid Screw Drivers are advertised regularly in national magazines 


such as The Saturday Evening Post and Popular Science Monthly. 


ONE 
DOZEN 


THE BRIDGEPORT HDWE. MFG., CORP. BRIDGEPORT, CONN. 
The World's Largest Makers of Screw Drivers 


Bridgeport 


TRADE 


THE CHOICE of MEN WHO KNOW TOOLS 
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HELP 


for the dealer 















colortiul 


utit CBESCENS TOOL Col 





CRESCENT 













These 
six new dis- 

play cards are 

just off our presses. 
Each is printed in three 
bright, eye-catching colors. 
They are 82 x 10'2 inches—ideal 
for counter and window use. A 
display of these will bolster up your 
tool sales. Order a supply right 
now. No charge. 











CRESCENT TOOL CO. 


JAMESTOWN, N. Y. 





a 
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New prices for 1931 are now 
ready. 


Write the factory or consult your 


wholesaler. 


Coldwell Dependable Lawn Mowers 


Stock this COMPLETE, DEPENDABLE line and insure profits on your lawn mower sales. 

In these days of strenuous competition your anchor of hope lies in stocking dependable merchandise. 

Coldwell dependable lawn mowers, for 63 years, have enjoyed an enviable reputation the world 
over. 

The Coldwell line is complete—high grade mowers for your particular trade — lighter mowers or 
more simple design to meet competitive conditions. This complete line, embraces a style to meet any 
condition and to satisfy any customer or price range. 

Every Coldwell mower of every grade is backed by the guarantee of America’s oldest manufac- 
turers of lawn mowers. 

Every model is priced to meet present conditions and to insure dealer profits. - 


COLDWELL LAWN MOWER COMPANY, NEWBURGH, N. Y., U. S. A. 


Factory Branch: 188 No. Wacker Drive, Chicago, III. 
Manufacturers of DEPENDABLE Lawn Mowers—Hanp, Horse, GASOLINE, ELECTRIC 
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SHIELD BRAND TOOLS 


CARBON & HIGH SPEED STEEL 


ALL STANDARD SIZES 








ALSO 





THE FAMOUS [ted Shield HIGH SPEED DRILLS 


Red Shield’ tg HIGH SPEED DRILLS 


These hed Shield’ Drills are the result of in- 


numerable experiments with steel, construc- 





tion and heat treatment. They are the most 
efficient Drills, both mechanically and metal- 


lurgically, yet produced. 


EACH  ked Shield DRILL IS STAMPED 
WITH OUR Red Shield IN ACTUAL RED 
COLOR. 


all standard sizes 


[HE STANDARD TOOL (10: 


CLEVELAND 


New York: 94 Reade St. Chicago: 552 W. Washington Blvd. 
Paris, France—Burton Fils. Copenhagen, D k—Ni d & Co. Fredk. Pollard & Co., Ltd., London and Leicester, England. 

















a 
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E wants to buy a dependable 
mower, use it to cut his grass, 
and otherwise forget it. 


He doesn’t want to be bothered with 
replacements and repairs; he doesn’t 
want to be compelled to become a lawn 
mower expert. 


So, we say “A Genuine Philadelphia for 
Every Lawn Mower Buyer.” 


Philadelphia Mowers are so strong, 
simple and trouble-proof—so durable 
and so reliable—they work for the owner 
and don’t make the owner work for them. 


It used to be that Genuine Philadelphia 
Lawn Mowers were only for the trade 
that was willing to pay top prices. While 





always cheapest by the year, the original 
cost was somewhat higher because of 
the higher cost of production. 


Modern methods, however, have made 
possible lawn mowers with Genuine 
Philadelphia Quality at prices within 
the reach of all. 


That is our part in carrying out the idea 
of “A Genuine Philadelphia for Every 
Lawn Mower Buyer”; your part is to 
have the mowers so that local buyers 
can find them. ’ 


It will do your business good to have 
these buyers boost their mowers to their 
friends with the comment “I bought it 
at Smith’s!” 


Let our representative explain the advantages 
of this policy more fully. Drop us a line and 
he’ll call... Write us for details. 


Philadelphia Lawn Mower Company, Inc., 4250 WISSAHICKON AVENUE, PHILADELPHIA, PA. 
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HE calculating business brain of the 

restauranteur reasons differently from 
the discriminating mind of his wife... 
Each of them represents a market for 
products marked “Stainless.” 

In a cafeteria, the man sees that “Stainless 
Equipment” eliminates the cost of polishing 
and replating and also reduces the bills for 
cleansing compounds. The price of the “Stain- 
less” article is small in comparison with the 
continual saving that its use effects. 

At home he admires the Stainless Steel 
Blade that his wife has purchased be- 
cause it has quality and deep, rich 
beauty. Like fine silverware, it stands as 
a life time investment, but unlike silver, 
it needs no polishing and can be made 
bright as new by a few seconds rinsing. 


RESIDENTIAL 
buyer rules the 


RESTAURANT 
































These sales reasons are simple 
facts but they are powerful weapons 
behind the counter . .. The market 
for “Stainless” Hardware is large 
and ever-growing. To grow with 


Pit, you must understand it and be prepared to 


supply it... It embraces Razor Blades, Cut- 
lery (table, kitchen and pocket), Scissors, 
Squares, Rules, Tapes, Hammers, Golf Clubs, 
Building Hardware, Kit Tools, Screws, Skates, 
Nails, Bolts and Nuts ... Write for our 
booklet “Stainless in the Home.”’ It illustrates 
many new possibilities for “Stainless 
Hardware.” Genuine Stainless Steel is 
manufactured only under the patents of 
AMERICAN STAINLESS STEEL COM- 
PANY . . . Commonwealth Building, 
Pittsburgh, Pennsylvania. 


STAINLESS STEEL 
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Quality Materials 
Plus 
Skill in Fabrication 







Are responsible for Tubu- 
lar and Clinch Rivets that 
drive easily, clinch smooth- 
ly and are not brittle! You 
are unfair to your business 
when you buy rivets of in- 
ferior quality at a price. 
Our rivets are worth more 
because they are absolutely 
dependable. 


Olpproved | 


——— by the keenest 
buying brains in the country 
























TUBULAR RIVET & STUD 
COMPANY | 


BOSTON 













‘The largest 
factory inthe 
world devoted 
to the manu~ 
facture of 

} Tubular and 
Clinch Rivets 









rene 











- — 
a 


| 
| 
1 
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WALWORTH 








ELLE] 





STILLSON 
WRENCHES 






U.S.A. 
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Pipe wrenches, in the average hardware store, usually outsell 
any other kind of wrenches by a wide margin. @ Furthermore, 
it ordinarily requires about five times as many different sizes 
and shapes of other types of wrenches to bring in as many 
dollars as a full stock of genuine Walworth Stillsons in the 
standard 6 to 48 inch sizes. @ This concentration of value and 
profit in a single line of tools makes their quality and reputation 
doubly important. @ That is why so many hardware dealers 


standardize on the genuine Walworth Stillson, knowing that 


STILLSON 


UM 





Walworth’s name on a pipe wrench is a definite assurance of 


satisfaction to the man who has any reason at all for being par- 





ticular about the kind of tools he buys. 


WALWORTH 


Walworth Company, General Sales Offices: 60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, Ill.; Greensburg, Pa.; and Attalla, Ala. 
Walworth Company Limited, 660 St. Catherine Street West, Montreal, P. Q. 
Walworth International Co., 11 Broadway, New York, Foreign Representative 


. . . Distributors in Principal Cities of the World... 











eS eT Ce ee 
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PRICE *** QUALITY 
VALUE : *SALABILITY 
** UNIVERSAL LEADS 


ape is a tremendously important factor in today’s selling 
market. However, it must be remembered that, while the 
Public is price conscious —the consumer is not buying on the 
basis of price alone —sales are going to the dealer who 
offers the greatest value per dollar of cost. 


Universal Coal -\Wood Circulators are priced to meet the 
present demand. They offer the dealer four outstanding 
points of advantage —Low Price — Outstanding Quality — 
Superb Beauty —Complete Customer Satisfaction. 


On any basis, the Universal challenges 
comparison and, regardless of price, we 
are confident that Universal Circulators 














ON ANY BASIS OF COMPARISON 











will convincingly show greater value per dollar of cost. 


An additional factor of special importance to the dealer is 
that Universal Circulators guarantee a definite profit per heater 
sold. Of quality construction throughout, Universal Circula- 
tors are built to withstand the hard usage of every day service 
in the home —thus not only assuring efficient economical ser- 
vice, but also eliminating expensive service repairs. 


Listed below are the important features of what Universal 


Circulators offer « #1. Exceptionally low price « «2. Heavy 
cast inner heating unit—cemented tight construction = = 


3. Heavy double door construction—machine faced and 


fitted paper-tight * 4 4. Lift-up chain control damper —gives 
better control of fire + + 5. Louvre openings of proper size 
« «6. Beautiful two-tone walnut cabinets + « 7. Complete 
range of sizes—14, 16, 18 and 21-inch fire pots « «8.A 
guarantee bond with each Universal Circulator. 

For complete information regarding 
Universal Circulators, mail the coupon 
below. 





Customer satis- 
faction is assured 
—A guarantee 
Bond accompa- 
nies each Uni- 
versal. Coal- 


Wood Circulator | 





CRIBBEN & SEXTON COMPANY aiissemg 


Manufacturers of Heating Appliances for over half a century | 
Chicago, Illinois | 


700 North Sacramento Boulevard » » » 


Send us complete information and prices on 
Universal Coal-Wood Circulators and Ranges. 


BRANCHES: Denver » Portland » San Francisco | Maine 
DISTRIBUTORS  - | (+ gRRRRORSE RGSS 56 Senco. Salen tat Mae Seb ats eee | 

Ba NL J. Buffalo, N. Y. K City, Mo. 
Geo. E. ious aS Co. Martin Fisher & Sons cha tie, Py ere Co. | Address: . ........--------202--2-2-5+-20-00 | 


Dallas, Texas 
Huey & Philp Hdw. Co. 


Pittsburgh, Penna. PA 
Adams Sales Corporation | City 





Boston, Mass. 
Universal Appliance Co. 


NATIONAL WAREHOUSING FACILITIES ASSURE PROMPT, EFFICIENT, ECONOMICAL SERVICE ANYWHERE IN THE U. S. 


ee 
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It Sold Tools..... 


HIS window display won a first prize in the national True 
Temper Window Display Contest for the Wilcox Hardware 
Company, Adrian, Michigan. 


The Wilcox Hardware Company writes us as follows: 


“This window display featuring True Temper Farm and Garden 
Tools attracted much attention and sold many tools for us.” 








Not every man can win a first prize in a window display contest, 
but he can win business’ by stocking and displaying True Temper 


J . 
} ures Tools. Increased business is the prize we are all after. 


True Temper Tools are guaranteed by us to be “the best that can 
be made.” We advertise them in national magazines and give you 
sales helps and display material to help move them. 


i = 
7 ~ i Stock True Temper Tools for 1931 and you will win business and 
please your customers. Your jobber can supply you promptly. 


THE AMERICAN FORK AND HOE COMPANY 


Makers of farm and garden tools for over 100 years 
General Offices: Keith Building, Cleveland, Ohio 


A real merchandiser for True Temper Factories: Wallingford, Vt.; Ashtabula, Ohio; Geneva, Ohio; Jackson, Mich.; Montrose, Iowa; 





To Help You Sell Tools 
The True Temper Tool Display Stand. 


Tools. Furnished free with an order 
for our tools. Write for our offer. 


RUE IEMPE, 


Fort Madison, Iowa; Memphis, Tenn. 


rane IMOLS 
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‘NOW FOR THE 
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~ AN D« GOOD 
BUSINESS | ALL 
FALL ; AND WINTER 








TH the coming of the autumn 

months comes an upward turn 

in business. Along with cooler weather 

comes the necessity for heat in homes 

and shops at cool periods. Here, then, 

is an opportunity to sell Nesco Heaters 
—a full line with a reputation. 


Kerosene and gasoline heaters! — a 
double source of profits. Everything 
to make both types outsell! — more 
heat, more conveniences, greater safety, 
greater comfort, greater beauty, and 
sounder value. 


A list of gasolines which have been 
tested by United Laboratories, of which 
we are members, and found satisfactory 
for use in Gasoline Pressure Stoves, 
Radiant Heaters and Water Heaters 
will be furnished on request. 


For literature in full colors, write — 


NATIONAL ENAMELING & STAMPING CO., Inc. 
13 Twelfth Street Milwaukee, Wis. 


Factories and Branches: Milwaukee, New York, Baltimore, Granite 
City, Ull., Chicago, New Orleans, Laurel Hill, L. 1., Philadelphia 


Nesco Saftematic Gasoline Radiant 
Heaters have a multiple of auto- 
matic advantages — all the pat- 
ented factors of Saftematic Con- 
trol — instantaneous lighting, and 
absolute satisfaction because they 
cannot be flooded. $30.00. 


PRES sma abd 


ae ae: 
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bo eee fe 
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Nesco Kerosene Heaters come in 
nine numbers and three capacities 
to fit every need and purse. Their 
patented, automatic features make 
sales nearly automatic, too. $5.75 
to $16.00. Slightly higher in 
Southern and Western zones. 
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NEW STANLEY HARDWARE 





MH 








No. 277 








No. 1246 


No. BB 1462 





No. 1124% 









No. 248 





Stanley has recently added to its line 
of garage hardware two new ball 
bearing hinges of attractive design, 
with two new mortise thumb latches 
to match. The edges of the hinges 
are peined and the ends hand-ham- 
mered. The latch handles and thumb 
pieces are hand wrought. All are 
treated with a rust-resisting base be- 
fore final plating, and are furnished 
to match any wrought iron finish. 


In addition to the garage hinges and 
latches, Stanley has added to its 
builders hardware line a new sur- 
face bolt, a cupboard hinge and 
latch, an attractive shutter turn- 
buckle, and a new butt for use with 
hinge straps. All are designed 
to match early wrought iron hard- 
ware, and are treated with a rust- 
resisting base before final plating. 
Furnished in any wrought iron finish. 















No. 157 


ae 
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ORT ie, 
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. Top Pivot 
Showing Mechanism Bearing 





Announcement is made of a new Stanley 
Ball Bearing Double Acting Spring Floor 
Hinge. This hinge is equipped with a ball 
bearing which not only carries the weight 
of the door, but also takes care of the 
thrust of the door and spring. 


The frame is of wrought steel, with a drop 
forged cam and tempered steel compres- 
sion spring. The fork is made of wrought 
steel and case hardened, and is equipped 


THE STANLEY WORKS 


with a hardened tool steel roller. Sid: 
plates are reversible and are made of 
wrought brass or wrought steel. 


The hinge is designed to hold the door 
open at an angle of 90° on either side. 


An angle plate for jamb attachment can 
be furnished for use on tile or concrete 
floors. Adapted for use on doors from 138” 
to 134” in thickness. 


::} New Britain, Conn. 


STANLEY HARDWARE 


oY 












































| A (lastla gas range that is 


really new 
and different 











Gas range, cupboard and kitchen table 
combined—it takes the walking out of cooking 


In cool Spring-like green or mellow ivory, with contrasting 
handles. Full vitreous enamel finish. Silvery Estalloy metal top. 


HAT you have long been waiting for is here. A 
new kind of a gas range. Completely different in 
operation. Completely different in appearance. 

One lever movement turns on the oven gas, lights 
it, sets the heat regulator. A safety pilot is standard 
equipment. Turning a gas cock lights the cooking-top 
burners. No button to push. One movement adjusts 
the Rigidraw broiler to varying thicknesses of steak, 
roast or fowl. The legs are adjustable to give exactly 
the cooking-top height women want. 

A work-table top of stainless, rustless Estalloy 
metal centers all the woman’s cooking activities right 
before her. Heavily insulated Estate Fresh-Air Oven. 
Two roomy utensil drawers, just underneath the 
cooking top, hold kitchen implements. One drawer is 












completely equipped with kitchen cutlery, spice can- 
isters, knife sharpener. Everything, in this new Estate, 
to give finger-tip control in cookery. 

A brand-new range with a brand-new sales appeal. 
You know what that means. And you know what will 
happen when we announce this sensational Estate in 
the October 11th Saturday Evening Post with a double- 
page advertisement in three colors and silver. The 
women of your town will be looking for this range in 
your windows and showroom. 

Write for information—or, better still—wire to 
have our representative call. The Estate Stove Com- 
pany, Hamilton, Ohio. House Founded in 1845. 


WW Model “KK” 


&state GAS RANGE 


















































\HE first nippy September night may 
just mean “‘get out the blankets” to 
some merchants—but to the live Heat- 

rola dealer it means that the big Heatrola 

Fall-selling season is under way with a bang! 

That all the stored-up power generated by 

Estate’s month-after-month Heatrola adver- 

lising is ready to let go! 

During the next three months hundreds of 
independent merchants are going to push half 
their yearly Heatrola profits through the re- 
ceiving teller’s window. 

And speaking of profits, you know that the 
Heatrola dealer makes a worth-while one! A 
full mark-up! A “net” that is five times what 
you make on those close-priced staples. A 
turnover, too, that is eight times per annum, 
instead of a lazy two-time! 

What’s more, the Estate Heatrola, national- 
ly-known, nationally-popular, makes a 
friend of every customer! A friend for 
itself, a friend for your store. Every 
time a merchant sells a Heatrola, he’s 
laying the foundation for two to six 
more sales, 

Still time to “get in?” Yes, if you 
hurry, and if you are an independent 
merchant in an open territory. Write or 
wire! We'll get a representative to you 
with the facts, double-quick. 


THE ESTATE STOVE 


COMPANY, 

























Here is ONE reason why 
you'll sell more Heatrolas 





Estate Heatrola is the only cabinet 
heater in the world with the Intensi- 
Fire Air Duct. This marvelous invention 
greatly increases the heating capacity, 
enables Heatrola to bring furnace com- 
fort at the fuel cost of a single stove. 


HAMILTON, OHIO 


House Founded in 1845 
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Other 
ACCO CHAIN 
Specialties 


Porch Swing Chains 
Hammock Chains 
Sash Chain 
Dog Leads 
Dog and Kennel Chains 
Wagon Chains 
Coil Chain, Welded and Weldless 
Plumber and Safety Chain 
Log or Binding Chains 


“ALL months are the farmer’s buying months. 
Put out your farm chain specialties where your 
trade will be reminded. Cow Ties are particu- 
larly active—and profitable. Also, don’t forget ACCO 
Loading and Log Chains. There's profit in chain for 


Well Chain the dealer who carries a good assortment. 
a Check your stock now—and order in time. 


Butt Chains 
Breast Chains 


AMERICAN CHAIN COMPANY, Inc. 

Halter Chains BRIDGEPORT, CONNECTICUT 

Repair and Lap Links World’s Largest Manufacturer of Welded and Weldless Chains for All Purposes 
District Sales Offices: Boston Chicago New York 


Hooks and Cold Shuts, etc. 
Philadelphia Pittsburgh San Francisco 
y, Limited, Niagara Falls, Ontario 





In Canada: Dominion Chain C 


i Xaadehasy Vi. 
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HERCULES E. C. 
THE POWDER FOR DAY-TO-DAY SHOOTING 


Mr. jobbers and duthers Levis that trapshooters prefer 


Hercules E. C. Shotgun Powder. Reasons... it gives 


the most even pattern with the lowest recoil and 


from day to day performs the most consistently. 


HERCULES POWDER, COMPANY 


910 KING STREET, WI LMINGTON, DELAWARE 


K-12 
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THE LINE ican 


Wheel See will sell this Christmas 5 


as they always do—for in the family 
budget the demands of the kiddies 
come first. The AMERICAN — 
The LINE BEAUTIFUL, offers the 
biggest, best and most complete 4 
line of children’s vehicles ever 4 

built for the holiday season. : 


Wheel business is good. Get your qj 


share. 
INSIST UPON 
AMERICAN 






NO. 662 ALL STEEL COASTER 





mutes. The American 











natal fPompany ox. 


4% roLEDO, OHIO, U.S.A. 





FIVE FACTO 
WORLD’S LARGEST MANUFACTURERS OF CHILDREN’S VEHICLES 

















Good-by, Guesswork! 
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Deal for Your Nese== 
Customers ~— 


You always get full roll usage and full Ss 
profit—your customer always gets the Se 
exact length he orders—when you sell the 
— cloth marked by the Sun-Red Edg 
ready measured at six-inch intervals, ie on 





Facts that Determine Profits 


1 The Red Edge is our trade- Painted, AluminA d 
3 an 


vents exc : 
in colina tem oon ee k 
oa J . Prevents ru mark—our h es 
nailing strips on finished job. st under the — its pon date pear Copper-Baoane. 
Alone of all diff oubly protects ed In the pai 
: eren ; ges of 41 the painted cl 
Sun-Red Edge is me ‘ide kes of screen cloth, the a from moisture which  Pdge black paint pe er 
It signifies KNOWN 4 ee by its fabricator. ectsundernailingstrip. #94 won't crack off. It’s the 
in repeat trade. A cho oe kind that brings 2 ae Er as) that prevents rust. 
# ete lin ‘ and only Self- P 
: ae erry screen Bons neg . pds fishes aon tHe 
pear - bs > »uUNn- 
marked every six inches— 15 slectro-pinssd wih 0 


requirement—Black Painted, Copper-Bronze, and 


heavy in coats. It s the 


accurate as a tape line. 
zinc that prevents rust. 


resistance. Every roll i “pi 
one ie td S one pe 100 feet long. 4 Sun-Red Edge screen cloth A 
«From every ste you tik ott; Side Red Rage is perfectly woven with pd twice as long as the 
Screen Cle bis more pauteahle ee econ “hee re ag = mesh— ordinary galvanized cloth. 
ante ; ) i y possible wi i ; 
j r full details, prices, and sales- drawn round soe weliong 6 ieaenen male ay 
. . . e i 
is furnished in Black PIECE “aie 








building window-displays. 





DIXON 
ILLINOIS 





REYNOLDS 
WIRE Co. 





TRADE MARK REG.U.S. PAT. OFF. 
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She 
PHARIS IDEA 


WITHOUT WAREHOUSES, STORES, 
BRANCHES OR SALESMEN..... 


\EVENTEEN years ago 
Carl Pharis said: “If 

we build good tires and 
tubes and sell them with- 


out stores, warehouses, 


























branches or salesmen, to 
responsible concerns who 
pay their bills, we can un- 
dersell our competitors 
and furnish a _ better 


went” «2 « « # 














3 HE PHARIS time-proved plan of and, while beating competition on price, 
: BB ciscsition is only one of many be offering quality that cannot be dupli- 


reasons why our accounts can buy cated except at a much higher figure. 


PHARIS tires and tubes at low cost, THE PHARIS TIRE & RUBBER CO. 


make a very liberal margin of profit NEWARK, OHIO, U.S. A. 


4 THAT’S WHY PHARIS ACCOUNTS ARE MAKING MONEY 


PHARIS 
TIRES 


ka) and TUBES 
















WYK 
S8eeerey; 


Sepp aenE? 
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YOU CANT 
GO WRONG 


COME (: 
WITH Gengen— ” AY 


Buying this fall will no doubt be cur- 





tailed to the strongest and most at- 
tractive items. « » Because you can't 


afford to take chances with untried 





merchandise we suggest that you 
stock generously with the Gendron 
line « » Gendron’s reputation and 
Gendron originality make an unbéat- 


able combination. ..aline that always 





pulls. You won't have any trouble 
on selling these beautiful numbers by 


the greatest name in wheel goods. 


THE GENDRON WHEEL 
COMPANY FACTORY 
- “Pioneer Line” TOLEDO, OHIO 


; Vehicles far Children New York Office, 7 E.17th St. 
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) : ] . are showing 
: ncreasing their preference 


for products 


Thousands ___ bearing 


this name 


IVER JOHNSON 


ARE YOU 
PROFITING 
: BY THIS 
| PREFERENCE? 


Like an old friend, the name 
IVER JOHNSON is recognized 
by customers throughout the 
country. For over half a cen- 
tury only QUALITY products 
have borne this name. 


























EVOLVERS 
The ‘“‘Hammer the Hammer’’ Safety line, 
famous the world over. All calibers, hammer 
and hammerless models, various barrel 
lengths, grips and finishes. 





VELOCIPEDES 
The best made for little folks 
—ruggedly iit and very 
easy pedaling, 4 sizes. Choice 
of colors. 


JUNIORCYCLES | 
Sidewalk Cycles—hbeauty that 
appeals to the youngster, sturdi- 
ness that appeals to parents. 
Drop and Diamond frames. 
Choice of colors. 











You can easily realize why a 
customer in the market for a 
Shot Gun, Revolver, 22 Rifle, 
Bicycle, Velocipede or Junior- 





RIFLES 
The sensational new 
22 Caliber Single 
Shot Safety Rifle— 
enthusiasti- 
cally received 







Siete 
























: cycle (Sidewalk Cycle) is al- i dealers 
a ready half sold on IVER JOHN- nes 
: SON. 
4 Are you profiting by this cus- 
‘ tomer preference? Why not 
i stock the profitable IVER 
JOHNSON lines? 
Send for Proposition A on 
Firearms, and Proposition B BICYCLES 
on Bicycles. We pleyeles the 
3 oa Taser ad 
a IVER JOHNSON "Ss — sizes and 
a SHOT GUNS—Moderately priced 
a ARMS & CYCLE WORKS meat thee 
els in both. Plain extrac- 
FITCHBURG, MASS. a “hl oop gauges 
NEW YORK CHICAGO on areal 
151 Chambers Street 108 W. Lake Street ares 
SAN FRANCISCO 








717 Market Street 
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A Real 


“CHICAGOS” WV tre Book, eographic.. 
Win Important every fous me to Business Getter 
we ar Rev n for Your Store, 


World Events. 
The Choice Pee Brings In 
of Champions pe ee . the Customers 


1. At the Six-Day International 
Roller Race at Madison 


Square Garden, skaters wear- 

ing “CHICAGOS” win Ist, 
2nd and 3rd places. 

Arnold Binns sets new 

world’s non-stop roller skat- 

- record at Burnley, En- 

land, on regular stock model 

CHICA 60s.” 

. Long distance record made by 

Satins from 

im i—2,400 

h stock 

Roller 


. ms rough : 
This sy aes 
FRE 


of equal we ght, “skating eon- 
tinuously 
skates. ‘‘ out- * 
‘ psec for this ofl 
wo TO dicgiey. olde a ‘ester 
Wheel and Rubber-Tire Models. 


skate more than T 
ONE. 
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oN MR. PUNCH TAKES 
ANOTHER STEP FORWARD 


The No. 188 


Automatic Push Drill 




















3 SUGGESTED RETAIL PRICE 
REGULAR LIST $1.40 





MORE SALES—GREATER TURNOVER —BETTER PROFIT 


The perfect tool for home use. Convenient, light weight, practical, 
the multitude of uses and the thrifty price will attract thousands 
of customers. 

The No. 188 Automatic Drill is constructed along the same lines as 
Mr. Punch. The body is of brass, nickel plated. There is a steel 
chuck. The handle is made of bakelite and contains eight different 





size drills. Each size is in a separate numbered compartment. The iicciiia anaes 
drill point can be quickly inserted in the steel jaws. Push—push— display cards. 
and the hole is made. Such an automatic drill is indispensable in’ 

housekeeping One drill free to mount on card 


with each order for 3 dozen drills. 


Here is an article on which the merchant can do a turnover busi- 
ness. Properly displayed and priced, this new, useful and attractive 41,5 newspaper mats and folders 
household tool will give the merchant a steady volume. The usual le lite cae laa 
Goodell-Pratt discount from list applies. 


ADVERTISING TO ASSIST DEALERS 


Every type of publicity material will be provided to 
assist dealers in the sale of this new. tool. National ad- 
vertising addressed to over 17 million prospective cus- 
tomers will appear in Saturday Evening Post, Country 
Gentleman, Better Homes and Gardens, Popular Science 





Monthly and Popular Mechanics. Send us your order es ee BE | ER HOMES 
for the new tool today. One drill free with each 3 ao fy E , 
dozen order. Display cards should be on your counters . = oy ant WARDENS 


immediately to tie in with the demand that national mh Ay | 
advertising is creating in your locality. ae: 


> KK & = 4 ~ f Se 9 
GOODELL-PRATT COMPANY _ \ WEBRSS wan 
GREENFIELD, MASS. Mes sc pe 
NEW YORK CHICAGO oe i : J 
107 Lafayette St. 38 North Clinton St. 
; Nothing under $2.00 ever bought such a good tool before 











At: Sao dinate shea 
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YES! the 
Bull’s-Eye Casting 





Reels AGAIN Go Big 


OUR of them, every one best value in its price 

range—the famous bull’s-eye casting Meissel- 

bach Bait-Casting Reels this year are AGAIN 
the big sellers and the big profit makers. 


THE TARGET AT $3—THE FAMOUS BULL’S- 
EYE AT $5—THE BULL’S-EYE SPECIAL 
WITH BAKELITE SPOOL AT $6—THE 
LIGHT-RUNNING RANGER WITH 
BAKELITE SPOOL AT $15. 


Season after season, genuine Meisselbach superiority 
and salability, vigorously supported by Meisselbach 
aggressive advertising, insure you big demand with 
highest customer satisfaction. Bait-casting reels 
up to the minute in efficiency, exceptionally attrac- 
tive in display, priced for every pocketbook. 


Order Meisselbach bait-casters NOW for next year. 
Also Meisselbach fly rod reels, simple and automatic, 
similarly popular. Write today for complete cata- 
log, prices and trade information. 

Manufacturers of the Original and Genuine 
Meisselbach Fishing Reels of Quality 


Representatives: South, Louis Williams & Co., Nashville, Tenn.; 
Pacific Coast, Phil B. Bekeart Co., 717 Market St., San Francisco, Calif. 


The A. F. MEISSELBACH Division of 
THE GENERAL INDUSTRIES CO. 
3036 Taylor Street, Elyria, Ohio 














Are You Ready 


for the 


DAISY ARMY? 





Every year there is a new crop of boys ready to buy 
Daisy Air Rifles. 

Fall is the season when the boys feel the urge to get out 
in the open and shoot. 


For over 40 years the Daisy has been their favorite gun. 


The demand for Daisy starts with the first crisp days of 
Fall and reaches its high point just before Christmas. 


Daisy advertising is behind you all the time, creating 
buyers for you with full pages in color like the above ap- 
pearing in the leading boys’ publications. 

Over a million boys read the Daisy story every month. 

In these days of reduced stocks and careful buying, the 
Daisy Air Rifle is the one item that you can count on for a 
steady sure-fire demand. Daisys are as staple as nails and 
even in your inventory they are as sound an asset as cash 
in the bank. 

Are you ready for the boys who will come to your store 
this Fall asking for Daisy Air Rifles? Check up your stock 
today and order from your jobber. 


(c EYE 


Daisy Manufacturing Company 
Plymouth, Michigan, U. S. A. 


Bulle Eye Steel Air 
Rifle Shot, “The Pacifie Coast Branch Southern ntative 
kind the boys pre- Phil B. Bekeart Co., Mgrs. Louls Williams & Company 


511 Exehange Bidg. 
Nashville, Tenn. 


fer. 

the use of Bulls Bye 

Steel Shot with Daisy 
ir . 


‘DAISY 


717 Market St., 
San Franciseo, Cal. 
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How about your stock of 
Children’s Vehicles for 


Christmas? 


Sure, we know that business hasn’t been 
good, but it will not always be so. You can’t 
get away from human nature. People will 
buy wheel goods for the youngsters at Christ- 
mas time even if they have to do without 
other things. And a display of the Blue 
Streak Line in your store will have a wonder- 
ful appeal to the children and their parents. 








Now is the time to place your order with your 
jobber for a complete assortment, including 
the snappy models illustrated on this page. 





No. 653-P Cadillac 
All Steel Chassis 


Good jobbers everywhere carry the Blue 
Streak Line. 


THE TOLEDO METAL WHEEL CO. 








Toledo : Ohio 
BLue STREAK 
\3. /ae We Ja 
me 1h, 
No. 205 Junior Bike No. 200 Tubular Velocipede 
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Outstanding Lionel Values that 
mean Greater Sales 
Volume for You 











“The New 
Lionel 


| Seni Comet” $65.00 


RETAIL 


on 
ee 












‘ A enaynant Sear se Satay Seeotery sete Aiinntic City Byer 


A Remarkable value in Lionel |". “‘O” gauge. This is outfit No. 232 perait “a $ 11. 2 5 
— steam-type passenger outfit @ SN with ten sections of track. Price 


: eae 
Fad 28cm. TG. ae. 


Sieasene Sole aemrecniinaty tise outed wo on, 5" oe freight outfit No. 240E. 
Includes new “O”’ derrick car, “ae ts caanae load of lumber, Gondola R 
pomapeens gor ly ll yp cena Driven by the power “Distant-Control” 
. setae eae min 
and. “Lockon” 








An extraordinary “Lionel Standard” “Distant Control” freight 
outfit No. 354E, driven by a Lionel Super-Blotor locomotive— 
comprises reversible locomotive, 1 lumber car and lumber, 30. 00 
lgoutitedag. 1 cartie-con, ¥ box ant, aed 1 Mipatsnted. cabbeune, ae 
with track to form an oval-42 x 88 inches. The train is 77 inches 
long. Complete with No. 81 controlling rheostat. 


The New Lionel Electri 
Ranke for Girls a : $29. 50 


The Senth Setlbetiadnaine dines alten amit eeacaliiad. Range is correct height above the floor. 
34” high, 25’ wide, 124%" deep. This range has porcelain finish and is constructed as substantially as 
the one Mother uses. Complete with cooking utensils. To retail at $29.50. 


Write today for Lionel Cat. nd complete 
details of interesting pon Tl Senpontt tas: 


THE LIONEL CORPORATION 


15-17-19 EAST 26th STREET NEW YORK CITY 

Lionel Midwest Branch Lionel Western Coast Branch Lionel Canadian Branch 
Merchandise Mart, Room 1428 M. SWEYD, Representative HAROLD F. RITCHIE & CO., LTD. 
Chicago, Ill. 788 Mission St., San Francisco, Calif. Toronto and Branches 
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Character 
in Cutlery 
is the Real Sales Builder 


OU can buy cutlery down to a price, sell it at a price and perhaps get 


Zia a certain margin. But when you want to build for substantial 
growing cutlery sales and profits so that each tomorrow shall find your business 
arther than today, you must build on cutlery that the public knows must be 
good—cutlery that not only looks good but proves itself by the character of its 
steel, by the service it gives and above all by the care that has been given it in 
the making. Good cutlery requires exacting precision manufacture as well as 
quality of raw materials. It requires expert knowledge of handling high grade 
steel as well as the use of such steel. 

The quality of Winchester cutlery rests on more than 60 years experience in specifying and treat- 
ing the finest steels—such steels as are u in Winchester guns, in Winchester skates, and 
in Winchester tools. Winchester treated steel assures you of the finest of blades while Win- 
chester precision workmanship assures the finish and the fitting that makes superfine cutlery. 
It’s this character in Winchester pocket knives—in Winchester pieces of flat cutlery—that 
makes these lines so profitable to stock and to push. 


WINCHESTER REPEATING ARMS COMPANY 


New Haven, Conn., U. S. A. 


TRADE MARK 









Pick up a Winchester pocket knife. Note the 
precision workmanship, the masterly fitting, 
the full nickel lining in so many of the num- 
bers, the full polished blades. Note the 
sharpness, the fine cutting qualities and, 
when your customers have had them a 
reasonable time, let them tell you of their 
excellent wear and service. 

In flat cutlery it’s the same story. Fine blades, pre- 
cisely ground. Tight-fitting handles that stay tight. 
Service-giving designs, satisfying cutting qualities. 
In pocket knives, in flat cutlery, in scissors and shears, 
there’s a full line of Winchester cutlery to meet your 
requirements for building up a really profitable cut- 
lery business. 

Ask your jobber now to show you Winchester cut- 
lery. Complete Winchester catalog gladly furnished. 
























Heese miner atone imcecrmerte 











HARDWARE AGE for SEPTEMBER II, 1930 

















JUVENILE 








VEHICLES 















THAT CAPTURE 








CHILDREN’S FANCY! 














BLACK BEAUTY 


When parents look at a Cor- 
coran “Green Arrow” Vehicle, 
they see a toy that provides 
exercise pleasantly—the boy 
or girl sees a toy full of fun and enjoyment—a 
vehicle that is sure to be the envy of every child 
in the neighborhood. 

Once the child’s fancy is caught—sales auto- 
matically follow. The Black Beauty, pictured 
here is indeed a sales stimulator. Mechanical 
action is that of a galloping horse—entirely dif- 
ferent from anything ever before produced. 

The Corcoran Line offers unlimited possibilities 
to merchants who know toys—and who know, too, 
what the boy or girl prefers. Corcoran Vehicles 
attract customers to your store—write for more 
complete information. > 








“Green Arrow” Toys 
Net Good Returns! 


The best toy season is approaching— 
the time of the year when increased 
sales naturally increase profits. With 
the Corcoran line these profits are 
soon realized in volume sales. The 
Red Bird, Red Hawk, and Red Eagle 
go through movements that imitate 
a plane in action. Each vehicle is 
built to withstand the hard usage 
that every child naturally gives a 
toy. Although constructed of steel, 
they are unusually light in weight 
and easily handled. All are low to 
the ground and safe. 


The girl as well as the boy finds 
thrills and excitement that are the 
sole entertainment of youth. Exer- 
cise pleasantly derived solves the 
problem of child development. 


When you consider purchases for the 

Christmas season, get the facts and 

information about Corcoran Vehicles. 

Upon request complete catalogue and 
t 


prices will be sent. RED EAGLE 


THE CORCORAN 
MANUFACTURING COMPANY 


Juvenile Vehicle Division 
Dept. HA-9-30 


NORWOOD, CINCINNATI, OHIO 








Powerful Allies to 
QUICK SALES 


1. Realism—A flash and BANG like 


a real gun... with real smoke. 


2. Noise—All the noise any boy 
wants. The larger the gun the louder 
the bang. 


3. Safety—No matches. No gun- 


powder. No danger from gun-powder 
burns or gunshot wounds, 


BIG-BANG 


SAFE CELEBRATORS 


Field Artillery—Heavy Artillery— 
Bombing Plane—Army Tank — 
Navy Gunboat — “Safety” Pistol. 
Retail prices, $1.00 to $5.50. 








For every boy a safe 
shooting toy with a 
real flash and bang. 


NOTICE: All Infringements on 
our Patents will be vigorously 
Prosecuted. 











THE CONESTOGA CORPORATION 
Main Office and Factory 
BETHLEHEM, PA., U. S. A. 


Permanent Showroom 
Room 461, Fifth Ave., Building, New York City 
Export Dept.: Office No. 605, 130 Pearl St., New York City 
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TRY THU 
ON YOUR TRADE 


FOX 


STERLINGWORTH 


Put a FOX STERLING- 
WORTH in their hands! In- 
vite them to compare it with 
double barrel shotguns cost- 
ing $50 to $100 . . . .then 
say “It’s a genuine FOX 
.... made and guar- 
anteed by ‘SAV- 
AGE’”...then 
ring up the sale 
and bank the 
profits. 


With These 
Selling Features! 


A popular leader .. . na- 
tionally advertised . . . for 
20 = =years. Now “Savage 
built.” Positively fewer work- 
ing parts than any other make. 
Barrels Sterlingworth Fluid com- 
pressed steel famous for strength 
and shooting qualities. Stock and 
fore-end American Walnut nicely 
h d. Full capped pistol grip. 
Engraved around frame and guard. 
Special Fox spiral springs in fore-end 
provide unusual compensation. A Fox 
can never shoot loose. 


In 12, 16 and 20 gauges; Barrels, 26”, 
28”, 30”, or 32”. Any desired boring. 
Call your jobber now, or write us for 
details. 


A. H. Fox Shotguns 


mM anufactured by 


SAVAGE ARMS CORPORATION 
UTICA, N. Y. 
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HARRINGTON & RICHARDSON 
“FOLDING” SINGLE GUN 


4 Is Now Supplied in Two Weights and All Popular Gauges from 410 to 12 








SRA T ay Be 0 ‘jpeg sea iba 


O85 











H &R “FOLDING” 








2 | — novel gun is designed to furnish a light, easily car- a slight additional pressure accomplishes that result. 

3 ried gun. A ball and spring device (patent applied for) , Pe ae , ; 

e eh din eanleeunent pp Poon Ba - pede leading Easily carried in an automobile or packed for traveling. 
position, except when it is desired to fold the gun, when No detachable parts to be lost or mislaid. 


Order through your Jobber. Complete Catalog and Special Circular on Request 


HARRINGTON & RICHARDSON ARMS COMPANY 


WORCESTER, MASS., U. S. A. 

















Highest Dependability 
for Over 26 Years 


Customers Don’t Walk 
Out When You Offer 


Them Their Favorites 


BOTTLE of famous Hoppe’s No. 9, a 
can of Lubricating Oil, a tube of Gun 
Grease, or all three in a Pack—they bring 
old customers in and new ones too. Wanted 
regardless of ammunition used. For neces- 
sary and proper care of the gun. 
Strongly in demand now. Display in windows, 
on counters, with price cards. They cost little, 


start customers buying, help you pyramid sales of 
hunting equipment, and give you a good profit. 

Packed in dozens in attractive free counter dis- 
play cases. Strongly advertised to all hunters. Best 


known and best liked. Look over your stock today. 
Order from your jobber. Standard best-known sellers 















FRANK A. HOPPE, Inc., 2314-H N. Eighth St., Philadelphia, Pa. 


Ed. W. Simon Co., Inc., 44 West 44th St., New York City. | 
REPRESENTATIVES: { H. L. Bowlds, Mason Theatre Bldg., Los Angeles, Calif. | 
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DOUBLE JAW TRAPS 


At Single Jaw Prices 





Triumph 
SUPER-GRIP 


For 
Muskrat 
Skunk 
Weasel 
Mink 
Jaw Spread 4” 
Wt. Doz.7% Ibs. 
Cost Dealer 


$1.38 Dz. 


SUPER - GRIP 


The Double Jaws of Super-Grip cushion the closing 
snap and prevent bone breakage and all injury to the 
animal’s leg. The super holding power and gnaw- 
proof qualities will make this trap a quick seller. 

Super-Grip jaws lie perfectly level and flat regard- § 
less of the angle to which the spring is turned. This 
is an exclusive Triumph feature. 

Write us for descriptive Bulletin and details of 
special store publicity. Ask us which jobbers handle 
Super-Grip. 


Triumph Trap C°2., Inc. 
51 W. Elm St. Oneida, N. Y. 


















You'll Like Its Quick “Takeoff” 
from Your Counter 


Watch the youngsters reach for this KENTONTOY 
when you display it on your counter. 

The most realistic cast iron miniature plane ever made 
. . . flashy colors, pusher type “motor,” authentic design 
. . . just the toy for the air-minded boy or girl. Priced 
right. 


Send for new catalogues at once ... there’s one on KENTONTOYS 
and another on cap and blank cartridge pistols. 


The Kenton Hardware Company, Kenton, Ohio 























The Sensation 





Now of Toy Creation 
Sane Wilkinson’s Running Pony wins 


every child that sees it. It is dif- 
ferent from any other “Hobby.” 


A rocking motion 
starts the horse mov- 
ing; a pull of the 
reins and he walks. 
It canters about the 
Park, Lawn, Hall or 
Home like a _ real 
pony. Can be guided 
by the reins in any 
direction. 

Kiddies can race with 
neighbors. 


Wilkinson’s Running Pony 


is truly a muscle developer and physical trainer; brings 
health and happiness to youngsters. Sizes, decorations, 
and prices to meet all requirements. Can be had with 
horns, short or long-ears, for conferring degrees. Send 
$6.00 for sample prepaid, giving age of child. 


Nicely finished. Guaranteed satisfactory. 
World’s Patents Pending 


J. F. WILKINSON, ™. z. 
328 Chestnut Street, Gardner, Mass. 


Agents Wanted 


Going! Going!! Gone!!! 


You won't have to hold an auc- 
tion to sell these BELLS, be- 
cause they are great sellers to 
Auctioneers, Milkmen, and 
Boarding House Owners, who 
know pure bell metal tone when 
they hear it. 


Made extra heavy and ge 
polished. 3 sizes from 53%” 
diam. to 6%” diam. Send for 
catalog of Bells and Bell Toys. 


The N.-N. Hill Brass Co. 
Manufacturers of Bells and Toys 
33 Skinner St. 

EAST HAMPTON, CONN. 














RICHARDSON’S 
ACTLON=Roller Skates 


Write for our new, money-making 
selling plan 


“The First Best Skate—The Best Skate Today” 


Richardson Ball Bearing Skate Company 
3312 Ravenswood Avenue, Chicago, III. 




















¥ u'll Sell More: 
Ammunition 


if You Sell 


sa anap Xpert, Field and Super-X shells pro 
vide a three-way winning combination for any 
dealer interested in selling more ammunition. Xpert 
sells to the men who want a hard-hitting, all-round 
quality load at a popular price. Field is preferred by 
thousands of field and trap shooters who want a 
top-quality shell. Super-X, the greatest selling shell 
on the market, is the choice of duck, goose and 
turkey hunters who insist on maximum effective- 
ness and clean kills at remarkably long ranges. 


These three shells cover every shooting require- 
ment. They provide a complete shot shell stock for 
a minimum investment. Sell Western and you'll 


sell more ammunition! 
iel 


Shotgun Shells 











There’s Selling Power 
as well as Stopping Power? 


in Western Lubaloy Cartridges 


World’s Champion Ammunition 


Accepted everywhere by rifle, pistol and revolver shooters as the most 
accurate, most dependable ammunition ever developed, Lubaloy car- 
tridges in your stock will go a long way toward making your ammuni- 
tion business more profitable 

Western Lubaloy Open-point Expanding, Boat-tail and Soft-point bul- 
lets have set new standards of accuracy, reliability and cleanliness 

Among pistol and revolver shooters Lubaloy cartridges have won an 
envied reputation. Police departments and peace officers throughout 
the country are using Lubaloy .48 Super-Police and .38 Special Super 

Police cartridges. Non-fouling Lubaloy .22's are preferred by small 

bore shooters everywhere. All Western center-fire and rim-fire car 

tridges are non-fouling. CLEAN ammunition ' 


Western s exclusive ammunition developments are 1n demand. It wiil 
pay you to stock and feature them. Write us for the name of the 


nearest WesTeRN jobber 


WESTERN CARTRIDGE COMPANY, 972 Hunter Ave. 
East Alton, Ill., U.S. A. 
Branch Offices: Jersey City, N. J.; San Francisco, Cal. 
Mosleon PRINTED IN U.S. A 


(LUBRICATING ALLOY 


Cartridges 
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Staple Puller 


A handy fence tool for any job. Strong 
and long-lived. Will stand up under severe 
strain. Drop forged of high grade tool steel. 
An invaluable all-around farm tool. 

Two oval openings for staples or nails, a 
tight grip for pulling or for splicing. 

Two single hammer heads for driving. 
Wire cutter on each side. Single check in 
back of the jont for stretching and tying 
plain and barbed wire. 





Adjustable Wrench 


Diamond adjustable Wrenches are made 
in eleven sizes—single and double end-- 
full or semi-polished. A wrench for every 


purpose. ; 
Write for information 


Diamond Calk Horseshoe Co. 
4622 Grand Ave. - - -° Duluth, Minn. 

















Your trade win 


want it because it is 
preferable— 










You will want to push 
it because it is 
profitable! 


SAVAGE 


Model 23 A 


World wide demand and 
volume production 

make possible value 
never before of- 
fered at the price 
—$18.50 for a 
genuine 22 
caliber Savage 
Repeating Bolt 
Action Sporter. 


RETAIL 
PRICE $1 8:50 
The all-purpose Sporter 
for all small bore shooting, 
and all seasons. Model 23A 
has the same barrel and ac- 
tion as the record-making Sav- 
age N.R.A., fitted with special hunting 
stock. 23-inch round barrel. One- 
piece stock and forearm of American 
Walnut, finished in rubbed varnish. 
Rocky Mountain knife blade, front 
sight, flat top elevator adjustment rear. 
Safety at rear of receiver can be oper- 
ated by hand in firing position. Five 
shot detachable box magazine. Cham- 
bered for .22 long rifle cartridge. 

Weight 6 lbs. 


‘ Stock up for fall and winter business 
Gp) NOW! Address your jobber or 


SAVAGE ARMS CORPORATION 
UTICA, N. Y. 

















Montague Red Wing “Game Cock” Fly 
Rod, a 1931 feature. Exceptional value 
at $25 retail. 


WORLD 
LEADERSHIP 


brings out 
better Rods 


ONTAGUE’S world leadership in pro- 

ducing split-bamboo fishing rods forges 
ahead with new advantages for 1931. Every 
jobber, dealer and fisherman shares in them 
generously. 

For next year, the world’s most popular 
rods embody extensive restyling, refinements 
and improvements. Exhibited the country 
over for the last two months, their reception 
by the most critical buyers has been most 
enthusiAstic. 

Immediately following completion of 
jobbing-trade itineraries, our salesmen will 
start their missionary tours, showing the 
Montague line for 1931 to dealers in leading 
cities from coast to coast. 





In fly rods, Montague’s dominant lead- 
ership and popularity will be felt more 
than ever. Of particular interest to the 
trade is the special emphasis being placed 
upon the Montague Red Wing ‘Game 
Cock” Rod, retailing at $25. Five otber 
styles. Retail, $35 to $8. 

Restyling in casting rods has added still 
more to Montague attractiveness and sal- 
ability. Here are exceptional values for 
fishermen who prize the sensitive elas- 
ticity, smooth, effortless casting power 
and rugged fighting strength of the finest 
of all casting rods. Retail, $20 to $6. 

Best authorities pronounce the en- 
larged, restyled, refined and _ repriced 
Montague line of salt-water rods splen- 
didly correct. Retail, $40 to $6 


For the Winter season, for Christmas, for 
1931, order the world’s most popular quality 
fishing rods—Montague Rods of split-bam- 
boo. Investigate the complete salt-water line 
NOW. Leading jobbers sell the best— 
Montague Rods. 





MONTAGUE 


ROD AND REEL COMPANY 
Drawer A-01 
MONTAGUE CITY MASSACHUSETTS 
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TRKINS 


Silver Steel 
Feather-Weight Trowels 
















6é 
Feather. Weight’’—the outstanding name 
and feature of Atkins SILVER STEEL Trowels 






is in itself a money-making idea for you A4aiPm~ 
as a dealer. Plasterers and cement work- 

ers are easily sold a “Feather-Weight.” It ATKINS 
lightens their work and lasts longer. Study iw 


these “10 Atkins Famous Selling Reasons.” FAMOUS SELLING 


REASONS 
Write today for our Dealer’s Sales Plan i a 
m . - Ea manufacturers of high qual- 
that includes direct-by-mail advertising ity trowels. 


2 Tue Best Martertar—SILver 

Steet, Atkins’ exclusive formula. 

3 Unirorm TemPper—no soft or 
hard spots. 

4 Perrect WorKMANsHIP—in balance 


E. AND and flexibility. Aluminum mounted. 
& Greater Prorits—by reason of uni- 
ee COMPANY form prices maintained. 


6 cost aay 4gge —_ _ surfaces 
smoother use of “Feather-Weight” 
INDIANAPOLIS, INDIANA soother. because. of g 
. ; 7 Lone Lastinc—Sitver Steet lasts longer 
than ordinary “trowel steel.’ 
8 User Prorectep—every Atkins’ product has 
the maker’s name clearly etched on the blade 
and is a positive guarantee of satisfaction. 
® Sreapy Demanp—resale value of Atkins Trowels 
is greater than just ordinary trowels. 
10 Distrmvtion—Service Plants: Atlanta, Chicago, 
| . y 1 Memphis, ng a os —_ Ape, ast 
é f } *e I] ® San Francisco, Vancouver, B. C., and Paris, France. 
ged @ ar b a Cir i eee Factories: Machine Knife, Lancaster, N. Y.; Grinding 
Wheel, Detroit, Mich.; Cantol Wax, Bloomington, Ind.; 
Canadian, Hamilton, Ont. 


to your prospects. 






ThereisaGood Profit 
in Atkins Saws and Tools 
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by Sykes in The New York Evening Post 
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People expect more from you 


They must find better quality than mere “‘chain-store” build- 
ers’ hardware in your establishment or you lose caste—and 
sales. People select their builders’ hardware with more dis- 
crimination than they do their mouse-traps! . . . With 
McKinney Hardware you set your store apart from the com- 
monplace. McKinney Hardware is not sold to chain-stores 
or mail-order houses. The name “McKinney” has long been 


associated with style-leadership in fine hardware. 


“McKinney Hinges” is one of the well-known American 
trade names. Forged Iron Hardware is seldom mentioned 
without the prefix “McKinney.” And now McKinney 
Builders’ Locks and Trim become members of this famous 
family of hardware products. Architects and builders every- 
where are convinced the McKinney Lock will rapidly outdis- 


tance in popularity all other lock designs. 


WP heebeney 


President 


McKINNEY MANUFACTURING COMPANY 


PITTSBURGH, PENNA. 


McKINNEY HARDWARE 


The Jewelry of the Home 


MCKINNEY ForRGED IRON HARDWARE 
MCKINNEY HINGES (ALL KINDS) 

McKINNEY BUILDERS’ LOCKS AND TRIM 
MCKINNEY GARAGE HARDWARE AND PADLOCKS 


McKinney Products are not sold to the chains and mail-order houses. 
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Radburn, N. J., is laid out 
along revolutionary | lines. 
Not the least novel among 
the ideas involved is a hard- 
ware store without a local 
Read this story 
modern 


competitor. 
of New Jersey’s 
community. 















The town and the store: 
Mrs. Herbert, manager 
of the Herbert Hardware 
Co., the only hardware 
store in Radburn, N. J. 
Left. An aerial view of 
Radburn. 


A Different Community - 
Built for the Motor Age is Served by 


A Woman Hardware Merchant 


ADBURN, N. J., located 
on the outskirts of great- 
er New York, is a new and 
different type of town. 
The residential section of 
the town is laid out along 
revolutionary lines, which place 
the sidewalks, at intersections 
with motor streets, either above or 
below the auto thoroughfares. 
Safety for pedestrians, especially 
children, has. been achieved by 
scientific plotting by eminent town 


planners. The commercial phases 
of this community, built for the 
motor age, are also being directed 
along hitherto uncharted chan- 
nels. And, in many other lesser 
respects Radburn is different from 
the kind of community with which 
we are all familiar. 

An altogether new idea was util- 
ized in laying out the town, to fit 
the new conditions brought about 
by the automobile. Under the plan, 
a system of walks, entirely re- 


moved from streets bearing mo- 
tor traffic, are used by pedes- 
trians. Due to the novel arrange- 
ment of residential plots, a space 
in the center of each super block 
in the development, constitutes a 
park. Such parks are so strategi- 
cally placed that no dwelling is 
farther removed than 400 feet 
from a similar park. These parks 
are traversed by winding. con- 
crete sidewalks, - whieh -either 
tunnel down to a lower level, or 
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are elevated 
above motor 
highways, which 
are crossed by 
the meandering 
paths. This ar- 
rangement en- 
ables children to 
walk to school 
or playgrounds, 
avoiding motor 
streets, thus 
eliminating the 
hazard of auto- 
mobile accidents. 

At the present 
time, 260 families reside in Rad- 
burn, making up a population of 
approximately 750 persons. Ulti- 


mately the town is destined to, 


have from 25,000 to 30,000 resi- 
dents in its area about two miles 
square, consisting of 1250 acres. 
It is situated about fifteen miles 
air line from the Times Square 
section of Manhattan. The new 
Hudson River bridge, now being 
constructed, will place it within 
eleven miles of midtown New 
York by auto. The development 
of Radburn, which is being spon- 
sored by the City Housing Cor- 
poration, is said to offer a demon- 
stration that unusual homes can 
be built for families of moderate 
means, which they can purchase 
out of income at a lower monthly 
expenditure than they would pay 
in rental otherwise. It is asserted 
that this has been made possible 
by foregoing speculative profits 
and limiting stockholders’ divi- 
dends to 6 per cent. 

Another important contribution 
of the plan is that a splendid phy- 
sical setting has been provided, 
enabling residents to develop 
sporting, play and social activities 
to the fullest extent. Town plan- 
ning engineers have averred that 
ten years hence, when much of the 
Metropolitan region will have been 
built over, that the benefits of the 
Radburn idea will be still more 








The business center of Radburn, N. J., where the community comes to shop. 
It is situated within a half mile of any home. Short term leases insure de- an 


sirable merchants in these stores. 


obvious. While apartments are 
available on a rental basis, the 
town is essentially a development 
of individually owned homes. In- 
asmuch that a definite trend to- 
ward apartments has been in 
evidence in the larger cities dur- 
ing recent years, the progress of 
Radburn will be viewed with in- 
terest. Possibly, developments 
along similar lines in future years 
will stem the tide toward apart- 
ments and encourage more per- 
sons of moderate means to own 
their own homes. The question 
is significant to hardware mer- 
chants, as considerably more 
hardware can be sold to home 
owners than to apartment dwell- 
ers. 

The environment of the new 
community has offered a stronger 
appeal to the younger generation. 
than to the old, possibly because 
of the fact that the surroundings 
are ideal for rearing children. At 
any rate, the average age of male 
residents is 33 years, while the 
average age of women is 31. Chil- 
dren are numerous, as parents can 
feel that the chances of accidents 
to the little ones are almost nil. 
In fact, children constitute 27 per 
cent of the population. Boys lead 
in numbers by a slight margin 
with 78, as against 75 girls. 

The commercial development of 
Radburn is also proceeding along 





unique _ lines. 
Commercial prop- 
erty in the com- 
munity is strictly 
confined to cer- 


tain  predesig- 
nated locations. 
Stores and sim- 
ilar buildings 


will never be 
sold, but are to 
be held by the 
Corporation as 
investment. 
This also,  be- 
cause it is the 
only .means that has been con- 
ceived for effectively controlling 
the number and type of stores. 
Each residential unit in the de- 
velopment will have its own trad- 
ing center, where every essen- 
tial store will be grouped in a 
centralized shopping center. The 
first such shopping center is al- 
ready functioning. This makes it 
possible for the resident of that 
unit to make one trip to the cen- 
tralized shopping center suffice for 
buying every daily need. Quar- 
ters are.provided in every shop- 
ping center for only one store of 
each type considered essential to 
the community. As a result, the 
druggist has no local competitor— 
and wonder of wonders, neither 
does the hardware merchant. As 
the development proceeds, other 
business units similar to the first 
will be erected. The business cen- 
ter of each unit will be located so 
that no resident will reside far- 
ther distant than one-half mile 
from it. As only short term 
leases are granted to merchants, 
this enables the community to dis- 
pense with the services of any un- 
satisfactory store, which might 
feel inclined to take unethical ad- 
vantage of its exclusive position 
in the Radburn merchandising 
picture. 
Adequate parking facilities ar> 
a feature found directly adjacent 
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to every shopping center. The 
space set aside for the purpose 
has been provided in much the 
same manner as in the residential 
units, where green parks are 
brought close to every home. In 
the rear of each commercial unit, 
special provision has been made 
to make receiving shipments by 
truck, and loading for delivery, 
an easy matter for merchants. 
Above the stores suitable offices 
are provided for business pur- 
poses, also a well equipped com- 
munity club room and library. By 
other similar efficient arrangement 
of the town’s business facilities, 
steps are saved for residents, and 
merchants are assisted, because 
nearly every business mission 
brings prospective customers to 
the centralized shopping center. 

Provisions for recreation in the 
community are superb. Playfields 
are at hand for baseball, football, 
cricket and similar games. Tennis 
courts are handy. Every unit has 
its own free swimming and wading 
pool. Five excellent golf courses 
are located within a five-mile ra- 
dius. Camping and hunting con- 
ditions are ideal in the surround- 
ing countryside. The, protected 
walks, located in the parks, serve 
as wonderful places for the chil- 
dren to roller skate and use their 
wheeled toys in safety. 

In pioneering in this new resi- 
dential environment, and operat- 
ing under unique merchandising 
conditions, a woman hardware 
merchant, Mrs. Margaret Herbert, 
is taking an active part. A differ- 
ent type of community has result- 
ed in a different market for 
hardware lines, which Mrs. Her- 
bert, manager of the Herbert Co., 
has catered to with considerable 
success. 

Ideal facilities for numerous ac- 
tivities has created a_ splendid 
demand for articles required in 
their pursuit. As an example, the 
demand for baseball goods is far 
better than in many towns having 
less inviting facilities for playing 
the game. Roller skates and 
wheeled toys, under the influence 
of safe walks for using them, en- 


The type of workshop to be found 

in some of the residences of Radburn. 

This and some not so extensive mean 
business for the hardware store. 


joy an exceptionally good sale. 
Many play and sports activities 
are conducted under the auspices 
of the community civic organiza- 
tion, and such events lend further 
impetus to the demand for equip- 
ment. Carpentry classes for boys 
are also a civic enterprise during 





All walks are removed from streets 

bearing motor traffic in Radburn. 

Safety for children as well as adults 
results 


the winter months. A special shop, 
under the supervision of a master 
craftsman, is utilized. The shop is 
open to men of the community who 
have an odd job of carpentry to 
do. Many of the men residents 
have very complete work shops in 
the basements of their homes. 
With these, making handy articles 
for about the house is a hobby. 
One such home work shop is 
shown in an accompanying photo- 
graph. As is apparent, h¥ndicraft 
encouraged by these factors flour- 
ishes, and business in turn is 
stimulated for the hardware store 


in tools, cabinet hardware, and 
paints. 

Likewise a local gardening club 
is an aid to business. The organ- 
ization results in more attractive 
flower gardens, home plots and 
wider interest in vegetable gar- 
dening. At frequent intervals the 
garden club is addressed by ex- 
perts on such topics as cultivation, 
best varieties to plant, best tools 
for tending, insect control and 
like subjects. Very often specific 
types of tools, seeds, plant food and 
insecticides are recommended by 
the speakers. Mrs. Herbert makes it 
a point to learn of the recommen- 
dations immediately. If the ar- 
ticles involved are not already in 
stock a rush order is entered for 
them. For the more practically 
minded gardeners a large plot of 
ground has been set aside for 
vegetable gardening. At the re- 
quest of those interested, fifty-five 
individual vegetable gardens are 
being cultivated. As few of the 
gardeners were equipped with the 
necessary tools, this activity paved 
the way for an initial investment 
of about $5 at the hardware store 
for the needed tools, seeds and 
supplies. 

When most families move into 
Radburn homes, there are, of 
course, many hardware items re- 
quired that were not essential in 
their former mode of living in an 


(Continued on page 83) 
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Sixty Miles from a Fishing Ground this Texas firm carries 


FISHING SUNDRIES 


at Five Cents to $2.00 


LTHOUGH there isn’t any 
real fishing within 
sixty miles of Wes- 
laco, Tex., the Rio 
Grande Hardware & 
Machinery Co., enjoys 

a steady and profitable sale of 
fishing tackle. There are, of 
course, some perch in the nearby 
rivers and canal, but the natives 
of Weslaco prefer the bigger fish 
at Port Isabel and drive the neces- 
sary sixty miles each way for the 
sport. This little fishing sundries 
table featuring items from 5 cents 
to $2, has been the most im- 
portant trade building factor. It 
pulls as well and sometimes bet- 


ter than window displays in this 
particular store. The items fea- 
tured are often neglected in pro- 
moting fishing equipment. They 
are the essentials of the sport, and 
so too many retailers figure that 
customers will ask for everything 
shown on this table. This par- 
ticular firm found that the man 
who has a couple of good rods, 
creel, reels, etc., will often need 
lines, sinkers, floats, hooks or an 
extra reel but will neglect to make 
the purchases until he is at the 
place where he expects to do his 
fishing. With these very items out 
where they can be seen and bought 
on an almost self-service basis 








such customers will buy them at 
home before starting. The aggre- 
gate business of this table more 
than compensates the investment 
in space, stock and the new table. 
This little table with its 2 for 5 
cent items, 10-cent sinkers, 25- 
cent floats, $2 reels, etc., often, 
leads directly to a sale of $25 or 
$30 which might not have been 
made were it not for this sundries 
display. 
(Continued on page 82) 





HIS little fishing 

sundries table fea- 
turing items from 5 
cents. to $2.00, has 
been a most important 
trade building factor. 
It pulls as well and 
sometimes better than 
window displays in this 

particular store. 
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TRADE if 


WINDS 


By LLEW S. SOULE 


Just What Is Unfair Competition? 


T is easy to do a merchandising business as a side 
issue to a service business when a doting govern- 
ment guarantees a net profit on the total invest- 
ment. It is still easier when a large part of the 
capital involved represents highly “watered” 
stock; when rates for the service in question are 

based on a mixture of investment and blue sky. 

And yet—no less an authority than the Governor 
of the State of New York says that in some cases 
utility companies have boosted values as much as five 
times, in acquiring small power plants. ‘We have 
got to the end of our rope in this State in adding 
water to the capital structure of utilities through 
mergers,” he said in a recent public address. ‘Com- 
panies are acquiring small properties worth, say, 
$200,000, and then issuing stock against them in the 
amount of $1,000,000, of which $800,000 of pure water 
figures in the rates which we are paying in our 
homes.” 

Unfortunately he made no reference to the fact 
that some utilities companies also maintain merchan- 
dising departments on a no-profit or actual loss basis; 
that the overhead of these departments is often 
charged to “general overhead,” and the losses ab- 
sorbed, still further increasing the basis on which the 
service rates are figured. ~ 

Such companies, with guaranteed rates of profit, 
and sometimes with watered stock, are allowed to 
operate their merchandising departments in competi- 
tion with retail merchants who must invest real capi- 
tal and assume all overhead costs, with no guarantees 
of any profits. They are even allowed to sell mer- 
chandise at cost or less, if they choose, thus making 
it practically impossible for the regular retail mer- 
chant to compete on the lines or items they carry. 
They are allowed to sell items on a deferred payment 
plan and collect the payments with their bills for 
service. They are allowed, if they choose, to refuse 
to service utensils purchased from sources other than 
their own merchandising departments. 

And yet—in this country unfair methods of com- 


petition in commerce are unlawful. It might be per- 
tinent to ask those who administer our laws, just what 
they consider fair or unfair as applied to methods of 
competition in commerce. 

Is it fair to sell merchandise at cost or less on the 
flimsy excuse of building up the service load of a pub- 
lic service corporation? Is it fair to charge the over- 
head costs of merchandising departments to general 
overhead, and compete on that basis with merchants 
who must assume a normal overhead? Is it fair to 
employ unprofitable terms of sale and payment, sim- 
ply because the parent company is a service corpora- 
tion? Is it fair to ride “rough shod” over competition 
because merchandising department expenses may be 
merged with service expenses? 

If so, then the dictionaries have misled us in their 
interpretation of fairness. If so, the railroads have 
been discriminated against in the Hepburn Act, which 
stopped them from engaging in the coal business. 

The sad part of it 411 is that the consumer does not, 
in the long run, benefit from the low prices and easy 
terms offered by the offending service companies. 
What little he saves on appliances he loses eventually 
on increased service rates. Carried to its logical con- 
clusion, merchandising by public service corporations 
might easily become a monopoly on the lines they 
carry—and no one knows what lines they may even- 
tually carry. There is but one incentive for merchan- 
dise monopoly and that is increased profit. 

We are not in favor of so-called “Government Own- 
ership.” It has its faults—plenty of them. But Gov- 
ernment Control can be controlled by the public. Gov- 
ernment controlled service organizations would not 
merchandise in competition with individual merchants. 
There would probably be no “watered stock” to con- 
sider. 

If the present situation is allowed to continue, we 
may be forced to change our views. Government con- 
trol or ownership may be necessary to solve the public 
service competition problem. 

We wonder if the Utilities Companies have ever 
considered that phase of the question? 


MEX SBE A Tremont sa ob sy ares 
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If | Owned an Individual Store 


IGHT in the first para- 

graph let me make clear 

that the title for this 

piece was suggested by 

my friend Dick Hay. I should 

never have had the temerity to 

suggest it myself, for there is 

nothing in my record to prove that 

I could possibly be successful in 

conducting a store. Moreover, I 

have an inherent distrust of peo- 

ple who assume that they could 

perform any other man’s work bet- 

ter than he himself is performing 

it. That distrust dates back to 

a childhood spént in a preacher’s 
household. 

From intimate knowledge of a 
minister’s daily task, I am per- 
suaded that the ministry is prob- 
ably the toughest all-round job in 
the world. A minister is expected 
to be an orator, a financier, an 
executive, a giver of wise advice, 
a conciliator, a diplomat and a 
house-to-house canvasser. I never 
had any notion that I 
could follow in my father’s 
footsteps, but I 
have engaged in 
a highly com- 
petitive busi- 


By BRUCE BARTON 


ness without experiencing any 
particular difficulty in making a 
living. His task is much harder 
than the presidency of a business, 
yet a large percentage of people 
feel perfectly 
equipped to tell the 
minister where he is 
falling down 


and just how he could do his work 
better. 

Likewise, there is a widespread 
disposition to give free advice to 
the farmer and the retailer. Once 
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upon a time I spent a summer on 
a farm as hired man to my cousin, 
who owned it. He had been a suc- 
cessful professional man in Chi- 
cago, and bought the farm because 
his health compelled him to live 
out of doors. On that farm we 
rose at 4.30, and our day ended at 
8 o’clock in the evening. No hu- 
man being could- have worked 
harder, and when I look back on 
our operations I am unable to 
think of any way by which we 
could have worked more intelli- 
gently. Yet this man, who had 
found it easy to earn a generous 
income in Chicago, 
was hard pressed 
to make a bare liv- 
ing from the land. 
You can imagine 
how kindly he re- 
acted to the arti- 
cles on the farm 
problem which 
were written by 
soft-handed = gen- 
tlemen in comfort- 
able swivel chairs. 


















“I’d hire only good-looking girls—They 


As for retailing, whenever I 
hear a manufacturer criticize the 
shortcomings and inefficiencies of 
his retail distributors, my mind 


goes back to a certain New En-- 


gland town which I used to know 
very well. The owner of the drug 
store was my fersonal friend, a 
trained and cultivated gentleman. 
His day started at 7 in the morn- 
ing, when he pulled up the shades 
and swept off the front walk. It 
ended around midnight, with no 
let-up for Sundays or holidays. I 
sometimes used to ask myself: 
“What should I do to make more 
money out of that drug store if it 
were mine?” ‘The question al- 
ways made me feel very humble. 
Whenever I visited the town, the 
druggist would take me down cel- 
lar and show me a big pile of win- 
dow cards, sales manuals, pep let- 
ters, merchandise instructions, 
and other “dealer helps,” pre- 
pared by bright young fellows in 
Chicago and New York. All this 
mass of printed matter told the 
druggist what he ought to do dif- 
ferently but did not tell him how 





cost no more” . 


he could find time between mid- 
night and 7 in the morning to 
read all the literature and still 
get any sleep. 

Advice is cheap and easy to 
give. People stroll into our ad- 
vertising agency and _ remark: 
“Why don’t you try to get out 
more interesting ads?” It never 
occurs to them that the desirabil- 
ity of that suggestion has ever 
occurred to us—that we are cudg- 
eling our brains about eighteen 
hours a day to try to produce 
more interesting ads, and comb- 
ing the country for bright young 
men and women to help us. In 
the same way, I am sure that 
whatever I may say about running 
a store will be old stuff to the 
store owner. He will answer: 
“We thought of that years ago,” 
or, “We tried that in 1899, and it 
didn’t work; and we tried it again 
in 1901, and it was a flop; and 
again in 1917, and it cost us a lot 
of money.” Having, therefore, 
given myself a complete alibi, I 
shall proceed to set forth six 
things that I might do if I were 
to wake up tomorrow and find 
that somebody had left me a store. 


Individualize Exterior 


In the first place I think I 
should paint the store. Maybe it 
would be built of brick or stone, 
which cannot be painted. In that 
case, I should repaint the trim and 
give a new and different back- 
ground to the show windows. I 
should do this not only because I 
think most stores need painting 
oftener, but in order to make my 
customers sit up and notice that 
something was happening. I should 
want them to say: “There’s a new 
fellow named Barton who inher- 
ited the Palace, and you ought to 
see what he’s doing to it.” 

In planning the painting I 
should not rely entirely upon the 
local painter, no matter how good 
he might be. One of the highest 


priced men in General Motors 
knows hardly anything about 
automobiles. He is a celebrated 


artist, and his office is a studio. 
His whole time is devoted to the 
study of color schemes for cars. 
He studies the taste of people in 
different parts of the country. He 
(Continued on page 57) 
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BRUCE BARTON 


Well known as a 
writer for first-flight 
magazines and author 
of “The Man Nobody 
Knows” and “The 
Book Nobody 
Knows.” In the busi- 
ness world he is even 
better known as chair- 
man of the board of 
Barton, Durstine & 
Osborn, Inc., one of 
the world’s largest ad- 
vertising agen- 
cies. Decidedly, he is 
not an amateur in 
business 








“I think I’d try to be out of the store a lot. My private suspicion is that 
almost all American business men stick to their desks too closely. I’d try 
to give my store a personality by being a personality in the community. I’d 
be active in civic things. I’d drive around a lot and talk to the farmers and 
get their ideas. I’d try to have people saying, “That Barton is a good egg. 
Let’s spend our money in his store.” (See page 48) 
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Featuring Toys Often and Prominently 
Brings Increased Sales 


OWLER & SELLARS, one 

of the largest and most 

aggressive retail hardware 

firms in the State of New 

York, no longer consider 

toys as a side line. The 
store, located in White Plains, 
serves a goodly portion of West- 
chester county—one of the richest 
in the nation. Some years ago, 
it was the custom of the firm 
to arrange a rather small display 
of toys on the first floor of the 
store, but only during the active 
holiday season. As soon as Christ- 
mas was over, the toys were re- 
placed in their original boxes and 
stored until the approach of next 
Yuletide season. Within a few 
years, toys had proved their 
“mettle,” and it became apparent 
to the store’s executives that a 
more complete line of toys, prom- 
inently displayed the year around, 
would be a very remunerative ad- 
junct to the establishment. 


Returns during recent years, 
made possible by this decision, 
have shown that the step was one 
of the most timely and productive 
that has been taken by the store. 
The toy department now occupies 
almost the entire second floor and 
at the holiday season toy displays 
do have this floor devoted exclus- 
ively to a comprehensive showing. 
As both a stairway and elevator 
are provided for the convenience 
of customers wishing to visit the 
department, toy prospects are more 
numerous than would seem likely 
in view of its second floor loca- 
tion. A conspicuous sign on the 
main sales floor calls attention to 
the fact that the toy department is 
situated on the second floor. If the 
stock were less complete and not 
so attractively displayed, the in- 
centive for an initial visit, fol- 
lowed by others at frequent later 
intervals, would nét be as great. 
E. B. Sweetman, who supervises 


the toy department, in connection 
with other duties, makes it a point 
to see that the toy department is 
worthy of a visit. Patrons can be 
sure that the newest toys will be 
shown and that a complete assort- 
ment in a wide range of prices 
will be attractively displayed. 
Several reasons are advanced 
by Mr. Sweetman for pushing 
toys. Probably the most im- 
portant of these is “because 
they provide an unusually good 
margin of profit.” In  addi- 
tion, it was said that the toy de- 
partment serves to bring many 
parents to the store, accompanying 
their children, who would prob- 
ably be infrequent visitors if they 
came to the store at all, if it 
lacked the “magnet” which at- 
tracts children so strongly. It is 
the experience of the store that 
parents on these occasions very 
often see other needed items on 
their visits to the toy department, 
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which leads to sales of unrelated 
merchandise. Children acquire the 
habit of visiting the store, which 
proves a more valuable asset as 
they grow older. 

Mechanical toys are the most 
popular type of toys at the pre- 
sent time, according to this firm, 
which has found that the peak of 
the demand for some types of me- 
chanical toys does not arrive until 
after the holidays. This was de- 
clared true of electric trains, 
although.a brisk business is trans- 
acted in the line prior to Xmas, 
the demand reaches its height 
about thirty days later. Two 
months after Christmas is over the 
electrical train demand is still ex- 
cellent. This is attributed to two 
different factors. First, the in- 
fluence created among a _ boy’s 
friends when he receives an elec- 
trical train for Christmas. As 
soon as Bobby sees Johnnie’s train 
he isn’t satisfied until he has one 
just like it. Secondly, the initial 
purchase of an electric train is 
only the starter for a chain of 
purchases brought about by the 
desire for additional accessories, 
such as extra cars, track, signal 
systems, etc. 

For the most part, 
shown are of the 
quality kind and 
prices ranging up 
to $50 are not at 
all infrequent. 
Sales of juvenile 


the toys 





year was from $1 to $10, but this is 
dependent upon business condi- 
tions in the opinion of the firm. II- 
lustrating the effect of prosperous 
times on the type of toys in best 
demand, it was asserted that dur- 
ing the holiday season of 1928, $5 
to $50 toys enjoyed the most ac- 
tive sale. 


The Feminine Element 


In purchasing toys, the store 
has wisely taken the feminine ele- 
ment into consideration, and just 
as many toys suitable for girls are 
carried as for boys. Several large 
show cases are filled to overflow- 
ing with dolls of every description, 
while doll carriages and furniture 
are other very popular items with 
the little ladies. 

One of the most helpful me- 
diums for stimulating the toy de- 
mand to be employed by the firm 
is frequent attractive window dis- 
plays. Every few weeks through- 
out the year a window display of 
toys is installed, which keeps the 
line more or less constantly before 
the buying public. It has been 
found that the effects from the 
frequent window displays are far 
reaching, as in addition to pro- 
moting the sale of toys while the 









displays are actually in the win- 
dow, they serve to make business 
better during the holidays. More 
people through them are reminded 
that the store is toy headquarters, 
and they recall the displays which 
they have observed throughout the 
year, when they are prompted to 
purchase toys for Christmas. 
There are also other especially 
opportune seasons for displaying 
toys, exclusive of the holiday sea- 
son. When the school term closes 
in the Spring is one of these, and 
toys of the wheeled type respond 
readily to window display. The 
same is true of toys for indoor use, 
early in the Fall at the approach 
of cooler weather. As an example 
of this idea, note the Fowler & 
Sellars window display shown in 
an accompanying illustration, 
which was on view for one week 
in August. 

More hardware merchants are 
evidencing an interest in toys 
when considering new lines which 
might profitably be added to their 
stocks. To these the following toy 
facts should prove helpful in ar- 
riving at a final decision. The 


nation’s estimated toy business 
amounts to more than $200,000,000 


(Continued on Page 82) 












autos, electric 
trains and Erector 
sets are fairly nu- 
merous at this fig- 
ure. Last Christ- 












mas four high 
grade bicycles 
were sold to the 


father of four 
children. The most 
popular price 


range for toys last 





Every few weeks 
throughout the year a 
window display of 
toys is installed, by 
Fowler & Sellars, 
White Plains, N. Y., 
thus keeping the line 
before the public, sell- 
ing toys in all seasons 
and stimulating the 
holiday toy trade. 
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VanDervoort’s 


Rustic Displays 


Secured Arms and Ammunition Sales 


ROM the opening of the 

Michigan duck hunting sea- 

son last year until Thanks- 

giving Day, the arms and 

ammunition department of 
the VanDervoort Hardware Co. was 
one of the busiest sections of the 
store. 

This large Lansing establish- 
ment at 126 East Michigan Avenue 
concentrates its selling efforts on 
seasonable lines and during the fall 
weeks hunting equipment is pushed 
to the fore. 

Weeks before the hunting season 
opened plans had been carefully 
made. Jack Myers, a woodsman in 
Harrison, Mich., sent down to Lan- 
sing a carload of birch and pine 
logs, trees and branches. Soon 
after Labor Day he came down and 
with his helper started to transform 
the VanDervoort store. 

Into one window he built a log 
cabin. The complete store front 
was covered with logs and pine 
trees. The counters of the gun de- 
partment became rustic booths. 





The conventional store fix- 
tures were well disguised 
when Jack Myers finished his 
craftsmanship. Notice the 
tacks for clothing, especially 
the rustic pair in the fore- 
ground. Hunting licenses 
were issued to many cus- 
tomers—a VanDervoort ser- 
vice 


Everybody stopped to look 
at VanDervoort’s unusual 
store front which was con- 
structed to center attention 
on its arms and ammunition 
department during the hunt- 
ing season. Arranged by a 
pioneer woodsman, the rus- 
tic display caused many 
sportsmen to become con- 
scious that ‘“Van’s” sold 
arms and ammunition 


* Jack Myers attrac- 
ted crowds to the 
VanDervoort store 
where he built the 
rustic counters, 
store front and 
woodland displays. 
His skillful use of 
an axe and his 
unique costume was 
most interesting to 
hundreds who daily 
watched him work 








Birch bark was wound around the 
columns in the store and with the 
aid of branches these supports for 
the second floor soon resembled 
trees in the VanDervoort store. 
The ceiling was overlaid with 
pine boughs and floodlights were 


used to show up the rustic decora- 
tions and the gun cases in the most 
attractive manner. 

Did all this expense, time, labor 
and effort prove worth while? Yes, 
indeed! Great interest was stimu: 


(Continued on page 82) 
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OME hardware stores have 

taken full “advantage of 

their opportunity to de- 

velop a highly profitable 

business in game traps. 

Others properly situated 
should do so. That a vast poten- 
tial market exists for the line is 
shown by estimates that the an- 
nual harvest of raw fur has quad- 
rupled in value within a decade, 
and is now approaching a $100,- 
000,000 figure. The fact that hard- 
ware stores are usually the only 
merchandisers of game traps, in 
most localities, makes the existing 
market doubly attractive for inten- 
sive cultivation. In many States 
the opening of the legal season for 
trapping fur bearers is in the 
immediate offing, making this the 
opportune time to plan to 
sell more traps. 

Each fall the demand is 
stimulated to some degree 
by the _ advertisements 
which appear in papers 
circulated among farmers and trap- 
pers and also in periodicals having 
a following among the boys of the 
land. These advertisements, in- ’ 
serted by firms dealing in raw furs, 
call attention to the profits to be 
made in trapping. Thus the inter- 
est of many men and boys is 
awakened and a demand is created. 
The seasoned trapper, at this same 


Prize winning 
pelts of the 
American R aw 
Fur Corp. in a 
display at Co- 
lumbus, O hi o. 
Their furs were 
selected from 
1929 - 30 season 
and shipped to 
the Internation- 
al Exhibition of 
the Fur Trade 
in Leipzig, Ger- 
many. A per- 
fectly dried and 
stretched musk- 
rat was voted 
first. 














time, will be faced with the neces- 
sity of replacing traps which were 
broken or are missing from the full 
complement required. Many will 
wish to augment their outfit of 
traps, as it is certain that the more 
traps set by the trapper—the 
greater the chances for success. 
As the novice usually purchases 
at least two dozen traps, equip- 





































Photo Courtesy Animal Trap Company 








ping even the beginner with an 
outfit of traps results in a good- 
sized sale. Professional trappers 
often use a large number. Ten 
dozen traps would be a good aver- 
age for spot trapping, while musk- 
ratting in the marshes might call 
for twenty-five dozen. A wolfer 
usually maintains fifteen or twen- 
ty dozen. Ten to twenty dozen 
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suffice for prairie trapping, where- 
as trappers of the wilderness gen- 
erally use from twenty-five to 
fifty dozen traps. 

The hardware merchant should 
also bear in mind that trappers 
constitute a splendid class of pros- 
pects for many other items re- 
quired in the pursuit of their 
trapping activities. Every trap the 
dealer sells suggests other related 
items, such as knives, hatchets, 
guns, ammunition and outdoor 
clothing. In addition, the purchas- 
ing power of the buyer is in- 
creased. Steel traps are an invest- 
ment which usually brings a very 
substantial return to the trapper. 
Some earn from $3,000 to $12,000 
during the brief open _ period. 
Others devoting their spare time 
to trapping are highly paid in pro- 
portion to their efforts. At the 
close of the trapping season, at 
least a portion of their pelt money 
finds its way into the hardware 
store’s cash register, which has 
supplied the trapper with his 
equipment. 

One of the first things the mer- 
chant should do in preparing to 
do a better business in traps, is 
to familiarize himself with Fed- 
eral and State fur laws becoming 
effective for the 1930-31 season. 
The United States Department of 
Agriculture has prepared a rather 
comprehensive farmers’ booklet on 
this subject which is for sale by 
the Superintendent of Documents, 
Washington, D. C., at five cents 
per copy. The booklet will inform 
the merchant when the legal sea- 


e¢ 


FOX WOLF 


son opens for trapping the various 
kinds of fur-bearing animals found 
in the store’s territory and pro- 
vides other data which will be 
helpful in accelerating the trap 
demand at the most appropriate 
time. Some States limit the num- 
ber of traps to be used by one 
trapper, while other States decree 
that all traps must carry a metal 
tag bearing the name of the own- 
er. These are all points on which 
the dealer should be thoroughly 
acquainted. . 


Know the Trapping Territory 


After acquiring this informa- 
tion, it is next important that 
traps of the most popular types 
for the fur bearers abounding in 
the store’s territory be in stock 
in ample quantities for the open- 
ing of the season. Trappers want 
to start their activities as soon as 
the bars are lowered, and the store 
must be able to supply the demand 
on the spur of the moment, as the 
initial heavy demand comes in a 
rush. Unless the traps are fea- 
tured in window and interior dis- 
plays and through newspaper 
advertising, many prospective 
buyers will never know that the 
store is seeking the trap business. 

In featuring traps in window 


Through the courtesy of 
the Triumph Trap Com- 
pany, Oneida, N. Y., we 
are able to reproduce 
these interesting animal 
tracks. The display man 
will find them of value 


as attention compellers. 


TRAPPING SEASON 


displays, several ideal sets for 
catching some of the more plenti- 
ful fur bearers in the vicinity can 
be shown. Most hardware stores 
are adept at trimming windows, 
using natural foliage and forest 
properties to secure outdoor effects. 
With a little thought, and perhaps 
with the assistance of some pro- 
fessional trapper, the model sets 
for several different kinds of ani- 
mals can be demonstrated with 
realistic results. As an example, 
if the store is located in a district 
surrounded by lakes and marshes, 
abounding with muskrats, ex- 
amples of setting traps under 
varying conditions can be depicted 
in the window. To illustrate water 
sets for muskrats, plate glass mir- 
rors will serve to represent the 
water. Leaves, dried grass, sticks, 
limbs and old logs will carry out 
other effects. Possibly several 
stuffed fur-bearers may be bor- 
rowed for the display from 
the local taxidermist. Some 
trap manufacturers have com- 
piled very attractive literature 
on the subject of trapping, and 
such booklets and folders will tie- 
in very nicely with the window 
display. Distribution of these 
booklets and circulars to favored 
(Continued on page 82) 
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THAT'S NOTHIN'— 
THE LAST HOLE WAS 
A LOT WORSE: 


~ CLIMBING UP 


AN INTERVIEW WITH COLONEL LEONARD AYRES 


s6 NE is this—we declined this 
QO year about 11 per cent be- 
low normal. We shall not 

leap back in one sensational effort 
over all those 11 per cents. Our 
climb up will be a per cent at a time. 

“And another is—and this is the 
most important—we have already 
got our foot on that first per cent 
which marks the climb back.” 

Col. Leonard Ayres told me that 
sitting in his office in the great Cleve- 
land Trust Co. Five or six years 
ago the Hon. Arthur Balfour, former 
deputy president of the British 
Chamber of Commerce, visited this 
country. And I heard him say that 
when a London business man wants 
to know about business in America 
he goes for his advice not to New 
York, but to a little bulletin from a 
mid-western city—the monthly bulle- 
tin of Col. Leonard Ayres, vice-presi- 
dent and economist of the Cleveland 
Trust Co. 

I wanted to know about business. 
I had been listening to the prophets 
for a long time. A lot of American 
financiers and statesmen thought it 
was a good thing to “jolly along the 
children about business” as one of 
them put it. In January Mr. Raskob 
said everything would be all right 
by spring. In February the Secre- 


By 
JOHN T. FLYNN 


tary of Labor told us every major 
business was improving. The same 
month the Secretary of Commerce 
assured us “all would be normal in 
two months.” In March, Mr. Julius 
Barnes solemnly declared the busi- 
ness depression at an end, and told 
us American business would be on 
the way back to prosperity in the 
Spring. Stock brokers who wanted 
us back in the market; politicians who 
wanted our good will and financiers 
who had securities to sell told us that 
fair but elusive Lady Prosperity was 
due back first in April, then May, 
then June. But when June came and 
we caught no glimpse of the lady we 
had our second great collapse—the 
collapse of the prophets—only this 
collapse was a good one. Now when 
a statesman or a broker or a financier 
tells me business is about to pick up 
I merely wonder what he has to sell 
and pass on. But when I get an as- 
surance that business is about to im- 
prove from Col. Leonard Ayres, I 


am compelled to listen. Because he 
is a different kind of a prophet. Busi- 
ness after all is a very matter-of-fact 
affair. And business conditions are 
a matter-of-facts. And Colonel Ayres 
is a man of facts. 

“This has been a long depression 
but not so deep,” he told me. ‘Yet 
I have heard men say it was the 
worst they could remember. Euro- 
peans call us boosters and laugh at 
us for our boosting. We can be 
pretty noisy as boosters, but we are 
really at our best when we are howl- 
ing in the wilderness—or, to use the 
popular phrase—when we are singing 
those business blues. And how we 
have been howling these last twelve 
months! But facts are inexorable and 
the fact remains that we have not 
sunk as low below normal as we did 
in 1924—yet now no one even re- 
members the 1924 depression. 

“In prosperous times we go about 
15 to 18 per cent above normal. In 
depressed times we go about 15 per 
cent below. In 1924 we fell 13 per 
cent below normal. This year our 
low point was 11 per cent. But the 
1930 depression lasted longer. 

“An evidence of this is seen in our 
installment accounts. A year ago 
bankers and merchants talked about 
installment selling the way Billy Sun- 
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day talks about the devil and drew 
harrowing pictures of our merchants 
crushed under a vast cluster of un- 
paid-for automobiles and defaulted 


pianos, radio sets, trick ice-boxes, 
vacuum cleaners and furniture and 
jobless workers without so much as a 
partly-paid radio set to beguile them 
from their sad plight. And yet the 
sober facts are there—installment 
payments have held up wonderfully. 

“We have had a business depres- 
sion to be sure. But what is a de- 
pression? Is it a state of inaction 
and loss of income that settles on 
the whole nation and all its individ- 
uals? Of course not. We are never 
100 per cent prosperous. Good times 
really means a collection of pros- 
perities. We may have a steel pros- 
perity, a building prosperity, an auto- 
mobile prosperity and at the same 
time perhaps a wheat depression and 
a cotton depression. But if the pros- 
perities are numerous enough and sus- 
tained enough they may outweigh the 
depressions so completely that we 
say the country is prosperous. 

When it is depressed this does not 
mean every business is in trouble. 
It means merely that enough enter- 
prises and industries are in trouble to 
bring the total of activity*below nor- 
mal. But the prosperities will always 
outnumber the depressions, even in a 
time of so-called poor business. 

“For instance, here is a chap who 
earns $50 a week. He has been 
getting this for several years. Now 
he is talking about the bad times as 
lustily as any bull trader. Yet he 
is just as prosperous as ever. In fact 
he is more prosperous. Because now 
prices have declined and his $50 will 
buy from 10 to 20 per cent more. 
Now what we want to remember is, 
that while there have been two or 
three million unemployed and _ per- 
haps as many more whose earnings 
are curtailed, there were 35,000,000 





or more men and women earning as 
much as ever and who are hence a 
little more prosperous than ever. 

“It is these 35,000,000 still pros- 
perous ones who are correcting the 
situation. For what is the depres- 
sion? It is the accumulation of sur- 
pluses all over the world beyond the 
consuming power of the world. The 
world grew more toffee, more wheat, 
more cotton, it produced more copper 
and made more automobiles than it 
could buy. Hence it had to stop 
making them. And it did stop pro- 
ducing in some lines and reducing 
production in other lines. But it did 
not stop consuming. Merchants may 
complain about trade and sales. But 
they cannot escape the fact that the 
public has ‘been consuming—not so 
much as last year, perhaps—but more 
than the year before and a good deal 
more than we have been producing. 
We reached low water mark, perhaps, 
in production in July because of auto- 
mobile shut-downs. We will doubt- 
less find that production will improve 
in August a little and a little more 
in September. 

“Now many men had begun to 
think that we had abolished the busi- 
ness cycle. But we haven’t. We do 
not even understand it fully. But 
we have learned something about it. 





“There are several noticeable 
things about our present busi- 
ness situation. One is that we 
do not have to climb as far to 
get back to normal as is gen- 
erally supposed. 


We have, for instance, learned cer- 
tain of the way-stations along the 
road and can tell by these stations 
when we are in the cycle. 

“We can tell when the cycle starts 
downward. It is usually at the mo- 
ment of greatest activity and when 
the boosters’ chorus is sounding out 
loudest. Many people think we 
started down last Oct. 29, when the 
market crashed. As a matter of fact, 
the turn down started at the be- 
ginning of January, 1928. We travel 
down in the business cycle a good 
way before we realize we are on the 
down-grade. Then we become cau- 
tious. The propagandists of pros- 
perity expend much energy mini- 
mizing the extent of the grade. But 
we continue on down until we find 
ourselves in the depression. As we 
travel along the floor of the depres- 
sion the situation gradually sinks into 
the mind of one after another until 


finally everybody becomes grumpy 
and discouraged—and frightened. 
® (Continued on page 84) 
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~ SPORTING! 


tHey SERVE 





An economy of space as well as attractive display characterizes the Huey & 


Philp golf goods department. 


ONCENTRATING on 
the individual’s zport- 
ing goods needs has 
rapidly increased sales 
and profits for the 
Huey & Philp Hard- 
ware Co., Dallas, Texas. This 
change in program was started 
four or five years azo, after a care- 
ful study by vice-president Paul 
Speaker, who has full charge of 
the firm’s retail hardware store. 
For ten years prior to the change 
this firm, in common with other 
retailers building a sporting goods 
department, had given a great 
deal of attention to the local team 
trade. It looked like the only sure 
way to build up the volume neces- 
sary for proper buying power and 
for proper status in the local re- 
tail sporting goods field. 
The company continues to enjoy 
a large volume of team trade, but 
its selling efforts are being di- 
rected more and more at the in- 
dividual. As Mr. Speaker explains 
it: “The opportunity to ‘trade up’ 
is unlimited with the individual. 
He will buy the best and most 
complete outfit he can afford. He 
will add to his equipment at every 
turn and is always open to our 
suggestion to consider the best, 
the new, etc. Team requirements 
are absolutely standardized as to 


assortment and quality. The price 
competition is severe for all team 
trade. Many manufacturers go 
direct for this business, and out 
of town firms make a price bid that 
requires sharp pencilling to meet. 
With the individual it is different. 
To him sports are a diversion, his 
only pleasure. He often has pre- 
ferences, but is always agreeable 
to listening to our recommenda- 
tions. When we decided to change 
our tactics, we had discovered that 
practically all of olir carry over 
stock was the cheaper grade stuff, 
or sample lines bought to attract 
the team trade and not at all ap- 
pealing to our steadily growing 
over the counter sales to ama- 
teurs. With this information, we 
immediately planned our sport 
goods stock on the quality basis. 
In every line of sport we have the 
best money can buy. As we step 
up our quality, we find our sales 
increase and naturally the profits 
are better. 


Outing Shirts at $12 Each 


“For example we sell outing 
shirts of flannel with zippers at 
$12 each. At first we gingerly 
bought one dozen. They sold quick- 
ly, and we bought four dozen more. 
They also moved rapidly, and now 
we buy this item four dozen at a 


Some sporting goods 
departments have pre- 
ferred to go after the 
business of athletic 
clubs, teams or groups. 
Huey & Philp, of Dallas, 
Texas, have rapidly in- 
creased business by ca- 
tering to the individual. 
After using both meth- 
ods, their story is inter- 
esting. Here it is. 


time. In common with others, we 
were somewhat timid at first to 
handle some of the high priced 
items, but not any more. We know 
now that the biggest and most pro- 
fitable volume comes in the better 
grade of goods. We, of course, can 
supply equipment at moderate 
prices also, but in a limited way. 
We sell it only on demand, but do 
not feature it. 

“When we were depending upon 
team trade for our volume we 
helped organize teams, leagues, 
tournaments, clubs, etc., for all 
the sports. We would do it again if 
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Cc} GOODS 


ER tHe INDIVIDUAL 





we were just starting. Of course, 
well organized competition among 
teams is necessary to stir up and 
maintain the proper local interest 
among individuals. We still are 
interested in team trade and team 
organization. We are still inter- 
ested and active in seeing to it 
that baseball diamonds, tennis 
courts, golf courses and the like 
are kept in proper condition, but 
we are certainly concentrating on 
the individual trade. 


Team Trade, Too! 


“The dealer just starting a sport 
goods department must, however, 
go after the team trade. He needs 
volume. He also needs the stim- 
ulus of team trade prestige and 
publicity to bring his new depart- 
ment to the front. At all stages of 
the game he must constantly be in- 
terested in team competition and 
must show some activity in keep- 
ing links, gridiron, courts and 
diamonds in fit shape to play on. 

“All through our sport goods de- 
partment we have the best that is 
made. There was a time when we 
thought a $75 gun was the highest 
priced we could handle. Now we 
sell practically all customers 
something above that figure, and 
sell a great many of them a gun at 
$350. It is just as easy to sell 
good quality at a fair though sub- 
stantial price, as it is to sell (if 
you can call it that) the cheaper 
grades. In guns we also have 
a few cheaper models, but as is 
the case throughout this depart- 
ment, we always start on the best 
there is and work down in price if 


necessary. 





Balance and well thought out display is ever present in Huey & Philp 
windows, as well as in the store. This window of baseball goods is evidence 
of this fact. 


“In sporting goods, like every- 
thing else, if you have quality 
lines, your salesmen can develop 
a genuine enthusiasm for the 
goods they sell. In the better 
grades of golf, baseball, tennis, 
football, hunting and fishing 
equipment, there are points on 
which the sales can be developed. 
We find price alone a very un- 
satisfactory lever for sales. 

“In the final analysis, indivi- 
duals will buy more per person as 
individuals, than team members 


buy per person when orders are 
placed in bulk. If you study this 
problem you will find this fact 
very evident.” 

Substantiating this argument is 
the sales records on sporting goods 
for Huey & Philp Hardware Co. 
during the past five years. Volume 
is well above the records of the 
previous ten years. In fact, be- 
lieve it or not, when the HARD 
WARE AGE representative visited 
this store last spring, 1930 sport 
goods sales were better than 1929. 


This window display of the Huey & Philp store carries a rather general 
line of sporting goods, but it has none of the objectionable features of 
“jumbling” that frequently accompanies displays of a general nature. 
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How to Stimulate Your Wheel Goods 


Department Sales 


ET a child try out any type 
of juvenile vehicle and he 
will never be thoroughly con- 
tented until he owns it.” 
This could be the slogan 
of the wheel goods depart- 
ment in any retail hardware store. 
Displays of vehicles will certainly 
attract attention, but the real 
mortgage on closing the sale is in 
the dealer’s hands when the child 
is in the saddle or seat, and has 
enjoyed even the most abbreviated 
ride. With modern models dupli- 
cating very faithfully genuine 
autos, airplanes, trains, coasters, 
bicycles and trucks, the appeal to 
the young imagination is very po- 
tent. To the child the ownership 
of any such vehicle is far more an 
event than is the possession of a 
real car by his elders. 

For several years coaster 
wagon races and similar contests 
conducted by groups of merchants 
with proper precautions for safety 
have proved very efficient in stimu- 
lating the sale of all kinds of 
wheel goods. Often city officials 
will rope off a street and furnish 
police protection for such events. 


The start of a scooter race in Rad- 
burn, N. J. The story of which com- 
munity commences on page 43. 


A good time to conduct such races 
would be in connection with the 
large picnics sponsored by news- 
papers, industrial welfare organ- 
izations, churches, schools’ or 
clubs where large gatherings of 
kiddies are assured. Every town 
has its full quota of these and 
many of them are held early in 
September. 

For example, the annual picnic 
of the Cincinnati Times Star held 
recently at Rainbow Amusement 


Park, attracted a crowd of nearly 
25,000, among which at least 15,- 
000 were children, as is usually 
the case. The Corcoran Mfg. Co., 
Cincinnati, took advantage of this 
event to introduce its new line of 
juvenile vehicles by conducting in 
conjunction with the newspaper a 
Sweepstakes Race for all children 
under ten. Six airplanes and six 
hobby horses were loaned by the 
manufacturer for the use of con- 
(Continued on page 92) 
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Give Your 
Son the 


Chance to Make M 


Fi THERS and sons, like the 
actual cases mentioned in the fol- 
lowing article, both have come to us 
to seek some solution to the problem 
of getting along together in business. 
The elder man secretly proud, but 
openly worried; the boy fond of his 
dad but wondering if he should let 
affection overcome his judgment that 
the best place to get his start is some- 
where else than in the home store. 
It is not always the college man who 
faces such a decision. The cleavage 
is rather between youth and age, be- 
tween up-to-date initiative and per- 
haps old-fashioned conservatism. The 
college man, however, finds the prob- 
lem an unusually difficult one, be- 





cause his four years of absence from 
the surroundings of his boyhood and 
his father’s influence have given him 
a viewpoint likely to contrast more 
sharply with that of his elders than is 
the case with a boy who has stayed at 
home and partly accustomed himself 
to points of view with which he is not 
in sympathy. 

There are, undoubtedly, men who 
have solved the problem of keeping 
the boys happy in their work despite 
the inevitable differences between 
youth and comparative age. Will 
some of you who have been so for- 
tunate write to us and tell how you 
did it? Other fathers will be grate- 
ful for this help. 


EAVEN help the college man 
in his father’s store. If he 


has any ideas they get stepped 
upon, quietly but firmly. If he tries 
anything new without asking permis- 





istakes! 


sion he’s taking appalling chances 
with the firm’s thirty-year-old reputa- 
tion and must be stopped. If he has 
managed to prove his idea would 
work, then he’s a fresh kid whose con- 
ceit is limitless and must be reduced 
for the good of the firm and the main- 
tenance of tradition. 

Or, if the boy gets by the must 
nots he runs into the be carefuls. He 
is watched like a hawk. He is safe- 
guarded against mistakes with wrap- 
pings of cotton wool. He is let to 
play as long as he plays safe. He 
mustn’t do anything that will get him 
a rap on the knuckles, because it 
might discourage him. 

All of it done with the best in- 
tentions in the world, of course. They 
are going to make a man and a mer- 
chant out of the boy, or bust. Which 
they sometimes succeed in doing—for 
somebody else’s benefit. 

The average man has long ago got 
over the comic sketch notion of the 
college man. He knows the boys at 
the university don’t spend most of 
their time lounging in easy chairs 
reading love letters from chorus girls. 
He knows it takes some pretty hard 
digging to pass four years in a first 
rate institution without getting busted 
out. But father, somehow, hasn’t 
escaped the coonskin coat complex. 
He knows his son doesn’t resemble 
physically the saps made more or less 
popular by Donald McKee. But he 
hasn’t discovered that the boy is 
actually of mental age when he grad- 
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uates with his A.B. or his B.S. or 
what has he. So, when the youngster 
comes home from his last class and 
has had a little vacation to get him 
ready for man’s work, he is put to 
work in the store. 

Despite the fact that the kid has 
been working in the place every vaca- 
tion since he was knee high, his new 
man’s work is about suited to the 
mental level of a grammar grade 
graduate. He is going to learn the 
business from the bottom up, if the 
old man knows it, and he is going 
to come up through the ranks under 
his dad’s eye, learning en route all 
the good ideas dad picked up and 
salted away while he was doing his 
own rising. 

The devil of it is that the old man 
seems constitutionally unable to sort 
out his own experiences so as to sep- 
arate the good from the bad. He is 
not, usually, very far above average 
mentality, and he has made his share 
of bulls and has solidified in his head 
a choice assortment of wrong notions 
about running the business that 
would do credit to a mental junk 
shop. Consequently, in the process 
of pouring into the young and pre- 
sumably blank mind all that ac- 
cumulated wisdom, there is a very 
obvious danger of perpetuating the 
bad as well as the good. Error 
piled on error. 


Mentally Independent 


Fortunately for the retail business 
and unfortunately for relations be- 
tween father and son, the young man 
who leaves college these days with 
an average passing mark has some- 
thing in his head besides blank space 
and willingness to fill it with what- 


ever comes first and easiest. He has 
learned at college, among other 
things, to be curious. He wants to 
know not only what, but more im- 
portantly, why. He is not willing 
to accept ready-made opinions poured 
into him with a spoon. He has a 
thinking mechanism of his own 
which he believes ought to be used 
with a certain degree of inde- 
pendence. This mechanism _ tells 
him, as it revolves on quiet evenings 
after the store closes, that his dad 
doesn’t know it all by a long shot. 
That’ since dad was a boy retailing 
has got beyond the primary stage, and 
instead of being a storekeeping job, 
it is a profession whose technic is 
constantly expanding and improving. 

Without bumptiousness, but with 
praiseworthy self-confidence, the boy 
feels that new ideas—his own ideas, 
if you please, ought to be given a 
trial in his father’s store. Perhaps 
they are mistaken in detail. Some 


of them may be altogether wrong. 
But nobody takes the trouble to 
prove or disprove them. They just 
are ignored. 

Is it any wonder that both parties, 
the young man and the old, are 
coming to us and asking what can be 
done about the situation that is 
driving the son out of his future in- 
heritance? The father, proud of his 
business and of his son, and grieved 
that the boy doesn’t take to retailing 
as had been hoped. The son, loving 
his father and anxious to please him, 
but seeing clearly years of heartache 
for both of them if he struggles 
against his better judgment and re- 
mains tied to impossible conditions. 


Two Actual Cases 


Let’s take, as an example, the case 
of John Smith, owner of a first rate 
store in a Middle-West city, whose 
son has come home from college, 
worked six months in the store, and 
now begins to wear an expression 
that tells his father he is unhappy. 
“What can I do to make the store 
more attractive to my son?” asks 
the father. 

Digging into the case from both 
sides the situation is apparent. A son 
who made a good school and college 
record comes home to become his 
father’s right hand man. He stays 
awake nights thinking up schemes to 
do this job better and that job 
quicker. He starts to try them out, 
and finds the door closed against 
initiative. It happens once, and 
again and again. “What chance have 
I to do business other than as it has 
been done since the store was built ?” 
he asks himself. Seeing only “None” 
as the answer, he loses his pep, he 
sulks inwardly. He begins looking 
around him to see where there may 
be a better prospect for using in- 
telligence to advantage, in store work 
or any other line. By this time he 
may not be particular what it is, if 
he can escape. 

The father’s side of the story ad- 
mits that the boy has ideas, “but 
what ideas!” The store would go 
broke trying to follow them all out. 
They may be modern, but if this be 
modern business give us the good old- 
fashioned kind that wasn’t  sen- 
sational, but that got there somehow. 

Another case (both this and the 
preceding one are actual instances 
from life) is of an Eastern merchant 
whose son is, like the first boy, won- 
dering what there is for him in re- 
tailing. He is allowed no initiative. 
He must ask advice and counsel in 
anything he does. He is getting 
ready to get out and hustle else- 
where. 

“Yes,” says his father, “of course 


agg 


I watch him. I made plenty of mis- 
takes when I was getting on in busi- 
ness. No reason why he should 
make the same mistakes. If I can 
save him from error it’s my business 
to do so.” 

Here are two fathers who prob- 
ably would take a hard crack at the 
first person who hinted the boys were 
less than the brains of the earth. 
Secretly, each adores his son, and 
would do anything possible for his 
health, wealth and happiness. But 
they refuse to see that the boys are 
of a generation which has grown be- 
yond thefr own. The boys are 
trained to think quicker, to work 
faster, to get decisions made and re- 
sults accomplished at a speed in tune 
with the modern tempo of business. 
They have been taught to use all the 
tools of business, many of which are 
strange in their fathers’ hands and 
alien to their conceptions of right 
business management. They are 
mentally equipped to meet the prob- 
lems of new distribution systems, to 
jump from this point of attack to 
that, to discard the old before it has 
become a drag on progress. They 
can see visions and dream dreams— 
and make them realities. 


What to Do! 


There are many such sons, and 
many such fathers. There will be 
more as time goes on. To the 
fathers we say, “Put fhe boys on 
their own. Don’t overload them 
with responsibility until they are 
ready for it, but the minute they 
come home to you and go into your 
store to begin their life work, give 
them some one thing for which they 
will be solely and absolutely respon- 
sible. Let-them alone in it. Keep 
your nose out of it. 

“Don’t be afraid to let them make 
mistakes. They won’t repeat their 
errors as often as you did in your 
beginning. They have to get ready 
to take over the business when you 
pass along, and they must be ham- 
mered into shape to take up the 
burden when it falls on them. A 
protected career that includes no ex- 
perience of wrong estimates, no mis- 
taken judgments, is a poor builder 
of character. Let them—make them 
—-stand on their own feet, unassisted, 
and when you've gone and they have 
no one to turn to for advice, they 
won’t be lost in a strange land.” 

To the sons we say:—“If your 
fathers won’t give you your chance, 
take it anyway—with somebody else. 
For this new profession of retailing 
is hard to keep up with, and it is 
going to be harder. You owe it to 
yourself to get into it right—or to 
stay out of it.” 











Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 











News. .WéEK 





News of 
Manufacturers 
Jobbers and 
Retatlers 

















HARDWARE AGE FOR SEPTEMBER 11, 1930 





HENRY, VICE PRESIDENT 
OF WEIRTON STEEL CO. 


James A. Henry has been ap- 
pointed vice-president in charge 
of sales for the Weirton Steel 
Co., Weirton, W. Va., succeed- 
ing H. D. Westfall, who has 
resigned because of ill health. 
L. D. Brueckel, recently man- 
ager of strip sales for the Weir- 
ton company, succeeded Mr. 
Henry as assistant vice-presi- 
dent in charge of sales. Mr. 
Westfall had been connected 
with the Weirton company for 
the past five years, having pre- 
viously been with the Wheeling 
Steel Corp. for 22 years. 

Mr. Henry has been active 
in the sale of flat rolled steel 
products for a number of years. 
In 1926 he went from the Co- 
lumbia Steel Co., Butler, Pa., 
to the Weirton concern. With 
the Columbia company he was 
Detroit district manager. Al- 
though his headquarters were 
in Weirton, since joining the 
Weirton concern he devoted 
considerable attention to the 
Detroit territory. Previous to 
his association with his Colum- 
bia interests he was Detroit dis- 
trict manager of sales for 
Wheeling Steel Corp. 

L. D. Brueckel has devoted 
the greater part of his active 
business career to the Weirton 


company and its predecessors.’ 


After working for a time for 
the American Sheet & Tin Plate 
Co., Pittsburgh, Pa., he became 
associated with the old Pope 
Tin Plate Co. Clarksburg, 
W. Va., and served for a time 
as New York district manager. 
When the company became a 
part of the Weirton Steel Co., 
he continued the association in 
various sales capacities. Mr. 
Brueckel has been active in the 
major hardware conventions. 





ESTWING HAS AUTOMATIC 
CONTROL FOR FURNACES 


Estwing Mfg. Co., Rockford, 
Ill., has announced that it is 
using an electric forging fur- 
nace with automatic control for 
the forging of its line of un- 
breakable hammers, hatchets 
and hunting knives. This is said 
to give the finest grain struc- 
ture and prevents injury to the 
steel by overheating or burning. 





The air is left absolutely clean, 
light and fresh, enabling the 
men to use their best skill and 
care_in the production of tools. 





GUNN WILL REPRESENT 
SEVERAL MANUFAC- 
TURERS 


George A. Gunn, who was 
connected with the Simonds 
Saw & Steel Co., Fitchburg, 
Mass., for the last twenty 





GEORGE A. GUNN 


years, has become a direct rep- 
resentative for a few manufac- 
turers. He had covered New 
York, Pennsylvania, Ohio and 
West Virginia. 

He is now the representative 
of Vaughan & Bushnell, Chi- 
cago, Ill.; C. E. Jennings, New 
York City; McCaffrey File Co., 
Philadelphia, Pa., and a hack 
saw blade line. In addition he 
will also continue to manufac- 
ture and push the-sale of his 
saw clamps and joint rakers. 
For the present he will only 
cover western Pennsylvania, 
western New York, eastern 
Ohio and West Virginia. Mr. 
Gunn, who is well-known 
among the prominent hardware 
wholesale distributors in the 
above - States, will extend his 
territory at a later date. 


WATSON WOODRUFF DIES 


Watson Woodruff, president, 
S. D. Woodruff Sons Co., 
Orange, Conn., wholesale seed 
distributors, died in Orange 
Sept. 4 at the age of 61, fol- 
lowing a short illness. He was 


a former State senator and 
president of the West Haven 
Bank & Trust Co., as well as 
a director in several local com- 
panies. Mr. Woodruff is sur- 
vived by Mrs. Woodruff and 
three daughters. 





MYERS SHOWS PICTURES 
OF HIS EUROPEAN TOUR 


John C. Myers, vice-president, 
F. E. Myers & Bro., Ashland, 
Ohio, showed motion pictures 
of his European tour of this 
summer to members of the of- 
fice force at a smoker held at 
Ashland Country Club Aug. 26 
The event was given by the 
members of the office force as 
a welcome home for Mr. My- 
ers. Ten thousand feet of film 
were used by Mr. Myers in 
taking pictures in England, 
Belgium, Holland, France, Ger- 
many and Switzerland. Castles 
on the Rhine, scenes in the Alps, 
Rhone glacier, Heidelberg cas- 
tle and villages in Holland were 
shown. 

The group of fifty in atten- 
dance saw only a portion of Mr. 
Myers’ pictures as he is mak- 
ing a travel film of the balance. 
Mr. Myers told of many inter- 
esting and amusing incidents and 
places he and his family saw. 
He spoke of business conditions 
which exist with France,” ap- 
pearing as the most prosperous 
European nation. The recovery 
of Germany he also touched 
upon. Following the picture 
show a buffet luncheon was 
served. Prior to the show the 
guests played cards. 





UNAUTHORIZED SALES- 
MEN OFFERING EXTIN- 
GUISHER 


It has been reported to Harp- 
WARE AGE that there are a 
number of salesmen selling fire 
extinguishers in New England 
who are unable to give genuine 
references and proper creden- 
tials. The trade is warned that 
men are trying to turn over or- 


vance for the merchandise. 
When attempts are made to 
check up on the individuals, 
they disappear. References of- 
fered are declared to be false 
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ders to the jobbing hardware | 
trade, collecting money in ad- | 











TOPPING BROTHERS 
ERECT NEW ADDITION 


Topping Brothers, jobbers of 
heavy hardware and mill sup- 
plies, 159 Varick Street, New 
York City, are erecting a six- 
teen-story addition to their 
present building located at the 
intersection of Van Dam and 
Varick Streets. 

The new addition is 50 x 100 
feet, each floor providing 50,000 
square feet of floor space. A 
large portion of the new addi- 
tion will be used for the firm’s 
purposes, while the balance will 
be rented for office, manufac- 
turing and warehouse uses. 

As the building is adjacent to 
the entrance to the Holland 
Tunnel and the new freight- 
handling development of the 
New York Central is but two 
blocks distant the location has 
many advantages. The new 
building is expected to be ready 
for occupancy by the first of 
October. 


DEVICE ENABLES BREATH 
TO TURN OUT LIGHTS 


It is reported that Dr. E. E. 
Free, New York consulting en- 
gineer and physicist, has per- 
fected a device by which a 
breath of ordinary intensity will 
put out electric lights. The de- 
vice resembles a speaking tube 
arrangement with a sort of tele- 
phone mouthpiece, into which 
the operator blows. It is now 
in operation at the Westing- 


house Lighting Institute in 
Grand Central Palace, New 
York City. 


The technical name of the 
control is breath relay. It is 
the purpose of the research en- 
gineers to perfect a switch that 
can be operated without the use 
of either hands or feet. Its 
backers say it should be useful 
for safety devices for extend- 
ing control of such machines as 
automobiles, airplanes, scientific 
apparatus, punch presses and 
other machines requiring full 
use of operator’s hands and 
feet. For use on carriages of 
typewriters, turning pages of 
music, opening of service doors 
in restaurants and other sim- 
ilar operations, it might also be 
available. 
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ALFRED RUFUS KING 
WINS TRAPSHOOT TITLE 


Alfred Rufus King, Wichita 
Falls, Tex., a lad of 14, won 
the Grand American Handicap 
at Vandalia, Ohio, which is a 
most important trapshooting 
event. When the contest be- 
gan on Aug. 22 his name was 
not on the list of entrants. He 
had only been shooting for 
about three years. Three days 
before he had scored 87 in the 
sub-junior championship and on 
the previous day he had broken 
25 straight in one portion or 
event of the Preliminary Han- 
dicap. 

Alfred used 
peater shells and the 
chester repeating shotgun, model 





12, which his father had used | 
in winning the North American | 
Amateur Championship in 1921 | 


1922. He 
to break 
birds, which he 
third event of 
straight until 
target, which 


and 
father the first 
did. In 
25 he 
his 
he 


went 


missed. 


promised his | 
50 | 
the | 


sixty-third | 
He 


finished 75 with two down and | 
dropped one target in the fourth | 


event, having a final score of 
97 to tie for first place with 
three shooters from Ohio. 
These three men 
rence H. Krampton, Dayton; 


Dan Casey and J. L. Scott, both | 
When the tour con- | 


of Toledo. 


were Law- | 


testants were called on to shoot | 


off the title, Alfred King won. | 
The men shot from a slightly | 


greater distance. 


The King boy took home a/| 


large cash award, besides a $250 
gold medal and the Gates 
trophy, also $425 for breaking 
25 straight in one portion of 
the preliminary handicap. 
this year’s National Trapshoot- 
ing Tournament a_ fourteen- 
year-old boy from Nevada made 
his first trip away from home 


to win the Sub-Junior Cham- | 
pionship with a score of 93 and | 


An- 


21 x 25 on the shoot-off. 


At | 


other boy of 15 from Texas | 


won the Junior Championship 
with 95 and received 
award. 

In addition 
Alfred King, 


school sophomore, 


to his rifle title 
who 


is Junior 


is a high | 


High tennis champion of the | 
States of Texas and Oklahoma | 


and a Boy Scout. 


CHARLES KNIGHT DIES 


Charles Donaldson Knight, 
manager, General Electric Co. 
plant at Bloomfield, N. J., died 
Aug. 5 at the age of 60 at his 
home, 179 Harrison St., East 
Orange, N. J. Several months 


ago at Bad-Nauheim, Germany, 
he suffered a heart attack, which 
was followed by a second at- 
tack soon after his arrival in 
this country. Mr. Knight was 
a director of Bloomfield Bank 
& Trust Co. and of the Watses- 
sing Bank. His widow, a son 
and a daughter survive him. 


J. J. ARMSTRONG JOINS 
H. KORNAHRENS, INC. 


John J. Armstrong, who for 
many years was affliated with 
the Masback Hardware Co. 
and the Armstrong Hardware 


= | Co., both of New York City, 
Winchester re- | 


Win- | 


JOHN J. ARMSTRONG 


and more recently as field man- 
ager in the New York City dis- 
trict for the Supplee Biddle 
Hardware Co., Philadelphia, 
Pa,. has become associated with 
Herman Kornahrens, Inc., hard- 


| ware and housefurnishings job- 


| bers, 111 Murray Street, New 


York City. 


Mr. Armstrong will 


charge of the purchasing de- | 
late | 


partment, succeeding the 
Grover C. Bradley. As 
Armstrong has heen connected 
with the Metropolitan hardware 


fraternity for thirty-two years, | 
he is well and favorably known | 


| to the trade. 


a cash 


‘TARIFF COMMISSION HAS 


PRINTED SURVEYS 
The United States Tariff 


| Commission, Washington, D. C., 
| has a stock of printed surveys 


| the 


| that city. 





and reports available for free 
distribution from its office in 
Reports deal with a 
variety of industries, outlining 
more important economic 
facts with respect to production, 
imports, exports, competitive 
conditions and tariff problems 
over a considerable period of 
time. All reports have been 
published since 1920. 

About 130 products or groups 
of products in the metals sched- 
ule of the dutiable list and 35 
from the free list of the Tariff 


Act are covered. They embrace 
mine products, semi-finished 
manufactures, and finished prod- 
ucts of the metal-producing and 
manufacturing industries. A 
list of the reports may be ob- 
tained by addressing the secre- 
tary of the United States Tariff 
Commission, Washington, D. C. 


DIRECT, MAIL MEN WILL 
MEET IN MILWAUKEE 


Addresses by some of the 
leading authorities on direct 
mail advertising in the United | 
States and Canada, a display of | 
the 50 best campaigns of the 
past year and exhibits of hun- | 
dreds of items used in adver- | 
tising, merchandising and sales | 








have | 


Mr. | 


| promotion work will feature the | 
| thirteenth annual convention of | 
| the International Direct Mail 
| Advertising Association, which | 
| will be held in Milwaukee, Wis., 
| Oct. 1, 2 and 3. 
| Among the speakers at the | 
general sessions will be C. L. 
Burton, president, Simpson’s, 
Ltd., of Toronto, the largest | 
department store in Canada; 
Gates Ferguson, International 
Telephone & Telegraph Corp., 
New York City; Fred Millis, 
Millis Advertising Agency, In- | 
dianapolis, Ind., and Harry Col- | 
| lins Spillman of the Remington- | 
| Rand Business Service, New | 
| York City. Wayne Calhoun, | 
Procter & Collier Co., Cincin- | 
nati, Ohio; R. K. White, Chev- 
rolet Motors Co., Detroit, 
Mich.; E. P. H. James, Na- 
tional Broadcasting Co., New 
York City, and James Leslie | 
Hubbell, Cleveland, Ohio, 
also speak. 

A. M. Candee, advertising | 
manager, The National Enam- | 
eling & Stamping Co., Inc., Mil- | 
| waukee, Wis., is general chair- | 
| man of the convention commit- | 
| tee. 





will | 


} 
| 
| 


| CARROLL ELECTRIC Co. | 
| SEEKS MORE LINES 


| Carroll Electric Co., 1811 | 
Nedro Ave., Philadelphia, Pa., | 
manufacturers’ representatives, 
are seeking additional lines for | 
Pennsylvania, eastern New Jer- | 
sey, Delaware, Maryland, Dis- | 
trict of Columbia and Virginia. | 
The company calls on electric | 
distributors, wholesale hardware 
distributors, wholesale drug 
trade and large department 
stores. Two men travel over 
this territory in automobiles. 
Carroll Electric Co. represents 
Majestic Electric Appliance Co., 
San Francisco, Cal. 








HOOPER RESIGNS FROM 
MASTER LOCK CO. 


Van B. Hooper has resigned 
as general sales manager of the 
Master Lock Co. to head a new 
hardware manufacturing com- 
pany in Milwaukee. 

No announcement has been 
made as yet regarding the new 


VAN B. HOOPER 
company Mr. Hooper will head, 


| but it is understood the factory 


will be located in Milwaukee 
and will manufacture a com- 
plete line of hardware products 
not in competition with the 


| Master Lock Co. 


The officials of the Master 
Lock Co. state its sales policies 
and merchandising activities will 
remain unchanged. 


WILLIAM A WATTS DIES 


William A. Watts, 68, Bron- 
son & Townsend Co., New Ha- 
ven, Conn., wholesale hardware 
distributors, died in that city 
on Sept. 5, after a long illness. 
In 1902 he came to New Haven 
arid became associated with 
Walter W. Bronson and John 
W. Townsend in the firm bear- 
ing their names. For several 
years he served as president and 
treasurer of the concern. He 


| was a former member of the lo- 
'cal board of education, chair- 


man of community service, a 
director of the Morris Plan 
Bank, a member of the New 


| Haven Rotary Club and Com- 


Mr. Watts, who 
of Litchfield, 


merce Club. 
was a_ native 


| Conn., is survived by his widow, 


two brothers and two sisters. 


FRED F. SMITH PASSES 

Fred F. Smith, assistant di- 
rector of sales in the explosives 
department of the Hercules 
Powder Co., Wilmington, Del., 
died in a hospital in that city 
on Sept. 6 from heart trouble. 
He was a native of El Dorado, 
Ark., and had been connectéd 
with the Hercules concern since 
1914. Mrs. Smith and son sur- 


vive. 





=o 2 








HARDWARE AGE for SEPTEMBER II, 1930 65 





= IN the WEEK’S MAIL = 


One for the Government 


New York City—I read in the Aug. 7 
issue of your HArpwArE AGE, page 82, 
the report by your Washington Bureau 
of the speech by John Lord O’Brian, in 
which he discussed the attitude of the 
Department of Justice toward the ac- 
tivities of the Federal Trade Commis- 
sion. 

In his speech Mr. O’Brian referred 
to price fixing by any industry as the 
unpardonable sin. This morning (Aug. 
7) I read in the New York Herald, page 
17, an article headed “O’Connor Tells 
Ship Lines Here to End Rate War.” 
The article describes a meeting of the 
representatives of the Intercoastal Steam- 
ship Lines with T. V. O’Connor, chair- 
man of the Shipping Board. The Herald 
reports Mr. O'Connor as saying this to 
the representatives of the steamship lines : 

“The Shipping Board will not stand 
by and see this branch of our merchant 
marine ruined by destructive rate-cutting. 
It will take steps to protect government 
securities, as well as insure the continu- 
ance of the lines in this service in case 
they have to be taken over in time of 
national emergency.” 

In other words, the government agent 
says to the steamship representatives: 
the public interest demands that this 
steamship industry be not destroyed by 
fnrestricted competition. Now you fel- 
lows go home, sit down together in a 
room and agree upon rates that will show 
a reasonable profit; but suppose the rep- 
resentatives of some. manufacturing or 
trading industry that is in a precarious 
position and heading for a bad place, be- 
cause of lack of profit due to unrestricted 
price competition, sit down together in 
a room and decide upon rates or prices 
showing a reasonable profit, and the 
Government hears about it, what hap- 


> 


pens: 

The government agent, instead of ap- 
proving the action as being a reasonable 
one in the circumstances, calls the in- 
dustry on the carpet, and in its severest 
tones calls attention to the fact that the 
industry has offended that grand old relic 
of former days, the Sherman Anti-Trust 
Law, insists that the public interest de- 
mands that the unrestricted competition 
continue regardless of its effect upon the 
industry,.and demands that the industry 
cease and desist from its unlawful prac- 
tice, or it will be fined or sent to jail 
or both. 

J. H. CHimry, 


Secretary Metropolitan Wholesale 
Hardware and Housefurnishing Assn. 


We'll Keep It Up 


Dayton, Oun1o—Your article in HArp- 
WARE AGE in the issue of Aug. 14, headed 


“They Sell Appliances Now—What 
Next?” is not only well written, but 
you have presented the subject of com- 
petition from the utility companies in a 
plain statement of facts. 

We expect to make some comments 
on this article in our next Hardware Ex- 
change. We are already starting some 
action through our Ohio Council of Re- 
tail Merchants. Keep it up. 

JAMEs B. Carson, 
Secretary Ohio Hardware Assn. 


Simp Consumer Pays 


St. JoserH, Mo.—I sent your editorial 
“As the Retail Dealer Views It” and 
comment to H. J. Hodge, Secretary of the 
Western Implement and Hardware Ass’n. 
Your article on “Lets Quit Riding Merry 
Go Rounds” was also very able but your 
last editorial is the cap sheaf of the 
three, “They Sell Appliances Now.” To 
retail merchants in cities where public 
utilities operate, the argument is unan- 
swerable. Utility companies make their 
expense account the basis for rate 
making. They use tremendous space in 
the newspapers, make big donations, pay 
big commissions and purchase legislation, 
control elections and the poor simp con- 
sumer pays the cost in the service price 
of gas, water and electric lights and State 
public utilities commissions, who are the 
products of politics give them their bles- 
sing and amen. 

I want to compliment the HArpwarre 
Ace for getting right down to the hu- 
man element as evidenced by these three 
editorials. It will cause every lover of 
his country to feel a pride in your fear- 
less defense of correct mercantile oper- 
ation. 

FREDERICK NEUDORFF. 
Neudorff Hardware Co. 


On E. B. Gallaher’s Article 


BrIpGEPORT, CoNN.—I read your article 
in HAGpwWarE AcE for July 31, “It Should 
Be Stopped,” and you certainly hit the 
nail on the head. Personally, I know 
of just what it is here in Bridgeport, but 
did not realize it extended to other sec- 
tions of the country, and I should judge 
from your article that it must be quite 
prevalent. I admire your courage for 
bringing it out in such a public way. 

H. M. Ettsworru, 
The H. M. Ellsworth Co. 


More Dynamite 


New Britatn, Conn.—Just want to 
take this moment to say “Bravo!” Stick 
by your convictions and give them some 
more of that dynamite as in your article 
of Aug. 14, “Utilities. R. E. ORMERop. 


More Swimming and Less 
Spouting 

WHEELING, W. VA.—Congratulations 
on your article, “Has Henderson’s Foot 
Slipped?” We have felt all along that 
the position you have taken has been 
fair and helpful. Mr. Henderson, I pre- 
sume, is a human being with all the 
frailties of the race. 

As a “voice in the wilderness” he can 
probably accomplish better results than 
by appearing as a Moses to lead the 
people out. 

I do not wonder that others equally ex- 
perienced in merchandising and some per- 
haps more experienced will have a_bet- 
ter understanding of the road to the 
promised land. Somewhere I read that 
a whale lives several hundred years—and 
if it indulged in more swimming and 
less spouting, it might live several hun- 
dred years longer. 

I suspect in the aggregate there is 
plenty of brain matter in the group whose 
lives have been devoted to merchandis- 
ing, whether that be in distributing or 
retail branches. I don’t know that any 
one*man is going to make that group 
as a whole look like 30c. over night, but 
if we can just get enough individuals 
into action and keep them in action we 
will solve a common problem. 

My sincere, best wishes to you. 

W. F. KENNEDY, 
Ott-Heiskell Co 


He’ll Get the 100 Copies 


New York City—I have read your 
editorial “Peace Time Slackers” in the 
June 26 issue of HARDWARE AGE and be- 
lieve there is a real message here for the 
commercial traveler. I wonder if it is 
possible for us to obtain 100 copies so 
that I may send one to each President 
and Secretary of our various associations 
with the recommendation that they run 
the whole or excerpts in such bulletins 
of magazines as their associations may 
publish. 

Wa. G. ApdAmMs, 
Traveling Salesmen’s Association 
Managing Director, National Council of 
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ThesLurg, Hardware cc. 
SCn,g HESt Va, 


Geut lomene 


we are confing. 


if you will answer promptly. 


TP:RIF 
Fac. 8.2, 
Neme cf Customer: Qupesiess & gue 
Address quem Yer, (ent 


Amount of Credit Asked § 15<.95 





& few days ago we asked you for some information about « personal 
Soqueintance of youra. So far we have not heard from you. 


Unless your reply is already in the mail, please answer the ques- 
tions on the back of this letter and give as any other information 
that you think would be helpful. You may use the stamped envelope 


fe are very anxious not to delay thic order and shall appreciate it 


Yours very traly, 
MONTGOMERY WARD & CO. 


Monthly Payment § + 


NONE GAEAT 1. OROER HOUBED 
AND MUMBFEDS OF ME TAM OTORER, 





+ teen 


| PLEASE | 
NOTICE 


Very Urgent 


We are holding this 
customer's order awsit- » 
ing your reply to this 
letter of inquiry. 


We shail be verygrate- 
ul if you will furvish us 
with the information re- 
quested, at the earliest 
possible date, so that 
the order may be given 
immediate atvenbos. 
— 


ed 











Occupations 








| Should the 
Independent 


Dealer 


FURNISH 
CREDIT DATA 


to MAIL ORDER 
BRANCH STORES 


9 


. 


Opinion is still divided on this question, but many important points 
are brought out in these letters from interested readers. Note 
the question of liability raised by Kirk & Hutton, of Pennsylvania 


Not On Your Life 


Hot SPRINGS, ARK.—I don’t know 
of any good reason why I should give 
my competitor the credit rating or 
standing of my customers. It costs 
me something to find out who is good 
and who is not, and it has taken me 
35 years to do this; and then I get 
fooled because new ones are being 
born every day. We give mail order 
house syndicates and monopolies 
credit information! No, not on your 
life. I think we have done enough 
for them already. 

We have built our towns, paved 
our streets and highways, and after 
we have finished them they move in 
and take charge. 
merchandise so low (at and below our 
cost) and it causes our neighbors to 
think that we have been robbing them. 
You all know the results, and then 
on top of all that I give them the 
benefit of my 35 years’ experience in 
the credit business. 

Information and knowledge of the 
people is about all we “got” left, and 
to a certainty I am not going to give 
that to them—they will have to get 


They price their | 


that information just like I did—by 
experience. 
Why don’t they join our credit as- 


sociations and pay for their infor- 


mation like we do? But they would 
rather get the information like they 
got our towns, for nothing, so I think 
we have done enough. 

Like the young fellow who went 
to his preacher—said he took his 
sweetheart for a ride in the after- 
noon, took her to dinner, then to the 
show, then back home, and said: 
“Don’t you think it would have been 
all right for me to have kissed her 
when I left her at the door?” and 
the preacher said, “No, I think you 
did enough for her.” 

HAMP WILLIAMS, 


President, Hamp Williams 
Hardware Co., Inc. 


$1 Per Through 
Credit Exchange 


CHEYENNE, Wy0o.—Years ago we 
established the Laramie County 
Credit Rating Exchange, which has 
a list of nearly everyone in our 
county. 


Merchants and professional men 
and the banks are members, and to 
the members the record of each fam- 
ily is available. They also have a 
collection department and assemble 
accounts against slow payers. 

This “exchange” is the outgrowth 
of the old Grocers Association, and 
each member is asked to call up the 
exchange before taking on a new 
account. 

We have received inquiries from 
Sears, and also from Ward’s before 
their local branch was established, 
but we invariably turned them over 
to the credit rating exchange, which, 
we understand, charged one dollar for 
each report from non-members. 

Our experience would indicate the 
establishment of similar exchanges 
both as to counties and through co- 
operation by States. 

The exchange is, as its name im- 
plies, an association of merchants 
whose monthly dues entitle them to a 
certain number of reports, and excess 
reports are subject to a fixed charge. 

J. H. SCHROEDER, ; 
Arp & Hammond Hardware Co. 
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Yes If Reciprocal. 


CLINTON, ILL.—We have taken the 
attitude that the mail order house or 
chain store is entitled to all privileges 
of the independent so long as they as- 
sume the same obligations that the 
independent does. There has been 
quite a fight with the chamber of com- 
merce of this city as to the privileges 
being extended to out-of-town stores. 
I have been chairman of the Retail 
Interests Committee, and I have in- 
sisted that out-of-town stores were 
just the same as the independents so 
long as they measured up to the same 
responsibilities. 

You know there is an old story, and 
I think that if some of the indepen- 
dents would get the point of this story 
it might help them. That is the story 
of the Jew who says that, if someone 
hurts you, take him in as a partner. 
I think that if the out-of-town stores 
are hurting the independent, they 
should take them in as partner and 
maybe they will learn something. 

HOoBERT R. BEATTY, 
H. G. Beatty & Co. 





They Will Join Credit 
Exchanges 


ALBANY, N. Y.—There was a time 
when we had occasional requests for 
credit information from the mail or- 
der houses. But since the establish- 
ment of local branch stores in our 
town no such inquiries have been re- 
ceived. 

Now that Montgomery-Ward has 
definitely extended its credit policy, 
we feel that there will be a complete 
discontinuance of its former practice 
of soliciting credit information from 
local dealers, because the increased 
number of credit accounts it is han- 
dling will warrant its subscription 
to the local credit bureaus, who spe- 
cialize in such information. 

We feel, therefore, that this sub- 
ject is of little importance at this 


time. Howarp P. ALBRIGHT, 
Albright-Hardware 





Did—But Don’t Except 
Through Local Credit Bureau 


SALEM, ORE.—We have furnished 
the local Ward’s store with credit 
information on two or three different 
occasions during the past two years. 
We have discontinued this practice in 
the past six months. We have a 
credit rating bureau in our city, 
which furnishes credit rating to all 
its members at $2.50 per month or 
two dollars for each inquiry to non- 
members. All inquiries from our 
local mail order branch store man- 
ager for information of a credit na- 
ture are turned down and we refer 
him to our local. credit rating bureau, 
which charges him for this service if 





his part of the State. 


his answer was favorable. 


Same Gr... cS es : 


answer. 


tected in cases of this kind. 


This Happened in a Pennsylvania Town : 
—Following the Giving of Credit Data 


Howard Kirk, of Kirk, Hutton & Co., New Castle, Pa., brought 
this story to our attention, although the incident did not occur in 


A merchant in a Pennsylvania town received an inquiry regarding 
the credit standing of a resident of his town. Wishing to be kind 
Subsequently the merchant received a 
letter from a firm of collection attorneys, which, when translated to 
everyday language, reads about as follows: 

Some time ago we inquired of you as to the responsibility and personal 
On the strength of your recommendation our 
clients extended credit. As no payments have been made for some time we 
now ask that you assist in effecting settlement of this account. 

Securing goods through U. S. mails without any intention of paying is 
a serious matter, the consequences of which both you and your friend will 
no doubt wish to avoid. A stamped envelope is enclosed for immediate 


Evidently to express a credit opinion to some other merchant or 
business house is to incur a liability, at least, in some states. 
The opinion has been expressed that Credit Bureaus are pro- 











they do not belong to the bureau. 
This is the way we handle this situ- 
ation in our city 

L. N. SIMON, 


Salem Hardware Company 





Let Them Establish 
Their Own Credit Bureaus 


Farco, N. D.—I do not see why we 
should cooperate with these chains 
that are going into credit selling. Let 
them establish their own credit asso- 
ciations. It has cost a lot of money 
and time to get them going, and now 
to let them in on it is like giving 
away 25 years of experience. That 
has been part of our overhead for 
years, and if it is handed to them 
it will give them a valuable source of 
information, and they will laugh at 
the cheapness of it. 


HUBERT HARRINGTON, 
Harrington & Houghton 





Nothing Doing 


NasHua, N. H.—We do not propose 
to cooperate with chain stores in this 
respect. PETERSON HARDWARE Co. 





Support Credit Bureau 


MARSHALLTOWN, IowA—As local re- 
tail merchants they should join the 
local credit bureau and support same. 

Otherwise I would not extend any 
favors to them. L. C. ABBOTT. 


Drought Worse Than M. O. 


HUNTINGTON, W. VA.—Locally all 
credit information is received from 
the credit division of the Business 
Men’s Association. If the local mail 
order houses are members of the as- 
sociation, they get this service. The 
policy of our firm is inclined to be lib- 
eral in cases of this kind. The 
drought has injured our business more 
than the mail order houses have in- 


jured’ it. C. M. Love, 
C. M. Love & Co. 





If They Pay Their Way 


FLINT, MicH.+-As in most towns, 
we have a merchant owned credit bu- 
reau operating on a non-profit basis. 
Mail order branch houses are privi- 
leged to belong to it, if they see fit to 
belong and pay their share. 

When inquiries come direct to us, 
we simply refer them to the credit 
bureau. ScotT KENDRICK. 





Belong to Credit Body 


Boise, IpDAHO—We are members of 
the Boise Retail Credit Men’s Asso- 
ciation of Boise, Idaho, and Sears, 
Roebuck and Montgomery, Ward are 
also members. You will find that 
they belong to most credit associa- 
tions in the different towns where 
they have stores and receive the same 
credit reports through the association 
as we do. 

SWEET-TELLER HARDWARE CO. 
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Week’s Price Average Was 
83.3 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced on Sept. 1 that whole- 
sale commodity prices for the week ended 
Aug. 30, and based on Dun’s quotations, 
averaged 83.3 per cent. 

The purchasing power of the dollar 
on a 1926 basis of 100c. was 120.1c. 

Crump’s index of English puiices for 
the week on the revised 1926 level was 
75.5, while the Italian index on the same 
basis for the week ended Aug. 23 was 
61.8. 


Percentage’s of Unemployment 
Range from 1% to 5.4% 


Approximately 1,235,000 persons able 
to work were without employment and 
looking for jobs April 2 in the 94 cities 
of 100,000 or more population throughout 
the country, according to figures released 
by the United States Census Bureau. The 
aggregate population of the 94 communi- 
ties was in the neighborhood of 35,000,- 
000. 

The percentage of unemployed persons 
in the 94 largest cities ranged from 1 per 
cent of the population in Nashville, 
Tenn., to 5.4 per cent in Duluth, Minn. 
The report shows 234,854 persons un- 
employed in New York -City, represent- 
ing 3.4 per cent of the population; 145,- 
852, or 4.3 per cent, in Chicago; 73,275, 
or 3.7 per cent, in Philadelphia; 78,153, 
or 5 per cent, in Detroit, and 41,243, or 
3.3 per cent, in Los Angeles, the five 
largest cities. 

The figures compiled by the bureau, 
which are subject to correction as later 
returns are received, cover only persons 
usually working at gainful occupations 
who were reported as without a job, able 
to work and looking for a job and do not 
include those who had work but were 
sick or temporarily laid off. 


Hardware Demand 


Is Slightly Better 


New York, Sept. 10.—Respond- 
ing to indications of a somewhat 
brighter outlook than has prevailed 
for some time, the demand for hard- 
ware throughout the country has 
shown a slight improvement during 
the past week. An increased de- 
mand is customary at this time of 
the year and it is too early to de- 
termine whether the present move- 
ment is entirely seasonal, or whether 
it marks a definite and extended up- 
turn in business. 


Apparently influenced by the 
economies effected for consumers, 
canning and preserving equipment 
is especially active. Painting sup- 
plies are also enjoying a brisk move- 
ment. Prospects are considered 
good for a healthy trade in most 
Fall and Winter lines. Dealers are 
placing their orders for toys and 
other holiday lines and early inter- 
est is fairly keen. 


While conditions could be much 
brighter and the outlook more 
promising, the general situation has 
shown a slight betterment. The 
feeling persists among the trade that 
gradual and consistent improve- 
ment may be expected during the 
balance of the year. 


Some quotations have been re- 
vised to a lower basis recently, but 
few important changes have become 
effective. In the main, prices are 
fairly steady. 


Collections are slow in some sec- 
tions, but the average is character- 
ized as satisfactory. Few business 
failures have occurred of late in 
the hardware field and the credit 
situation, as a whole, has caused lit- 
tle complaint. 


GENERAL MARKET 
NEWS of THE 


WEEK 








Car Loadings Show Increase 
for Week Ended August 23 


Loadings of revenue freight for the 
week ended Aug. 23 totaled 940,549, ac- 
cording to the American Railway Asso- 
ciation, 

This was an increase of 17,726 cars 
over the preceding week, but a reduc- 
tion of 197,417 cars below the same week 
in 1929. It also was a decrease of 140,- 
149 cars below the same week in 1928. 


Fall Campaign Is Planned to 
Aid Electric Lamp Sales 


What is probably the first concerted 
drive to sell the American public on the 
need of additional lighting facilities for 
the home will get under way this fall 
when lamp “manufacturers, led by the 
General Electric Co., will embark upon 
a campaign of advertising and radio pro- 
paganda under the slogan of “Add-A- 
Light.” 

The significance of the new move is 
seen in the fact that this campaign is be- 
ing conducted solely under the auspices 
of the manufacturers. 

According to Lamps, the organ of that 
industry, “the Add-A-Light campaign 
will tie in with the holiday gift season. 
That is, as this season begins to gather 
speed at the end of October, the public 
should have been genuinely aroused by 
the intensive campaign to be carried on, 
and their interest and desire, it is felt, 
will be evinced in the increased lamp 
sales during October, November and 
December. 

About 5,000,000 lamps are sold an- 
nually. This is on the basis of three 
lamps per average dwelling, whereas it 
is declared that the minimum number 
that each home should possess is nine. 
Thus, if but one lamp only were sold this 
fall to every electrified dwelling, there 
would be an increase in lamp consump- 
tion of 17 per cent. 
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Further Decline Is Noted 
In Nation’s Wholesale Trade 


With reference to wholesale business 
in July, the Federal Reserve Board, in 
announcing another reduction in the vol- 
ume of business transacted, has the fol- 
lowing to say: 

“Wholesale firms selling groceries, dry 
goods, hardware and drugs indicated that 
in all these lines sales in the month of 
July were considerably smaller than a 
year ago,” the board said. 

“Sales in four lines were also smaller 
than a year ago for the seven months 
from July 1 to July 31.” 

July sales of groceries were 8 per 
cent smaller; dry goods showed reduc- 
tions of 34 per cent; hardware, 23 per 
cent, and drugs, 10 per cent. Grocery 
sales were 2 per cent smaller for the 
seven months’ period; dry goods, 20 per 
cent; hardware, 14 per cent, and drugs, 
7 per cent. 

For July the New York district showed 
declines of 9 per cent for groceries; 32 
per cent for dry goods; 16 per cent for 
hardware, and 10 per cent for drugs, 
while for the seven months reductions 
were: 

Groceries, 2 per cent; dry goods, 20 
per cent; hardware, 9 per cent, and drugs, 
7 per cent. 


Commercial Failures Gained 
In Week Ended Aug. 30 


Business failures for the week ended 
Aug. 30 showed an increase, according 
to reports compiled by both R. G. Dun 
& Co. and Bradstreet’s. The increase in 
the number of failures followed a period 
of improvement when the totals showed 
declines. 

Dun’s report indicated a total of 471 
failures for the week, an increase of 35 
over those reporting for the preceding 
week and 106 more than were shown 
in the corresponding week of a year ago. 
Bradstreet’s reported 372 defaults, a gain 
of 10 for the week, and an increase of 
111 over the same week in 1929. 

A sharp increase was shown in the 
number of failures occurring in the 
smaller enterprises, those employing up 
to $5,000 of capital. The percentage of 
the total fell from 76.7 to 71.5 in the 
week, while the percentage of failures 
occurring in the group of businesses using 
from $5,000 to $20,000 of capital rose 
from 15.4 to 17.7. 


Department Store Sales 
Were Off 10% in July 


Department store sales throughout the 
country showed a 10 per cent drop dur- 
ing the month of July as compared to 
the corresponding month of 1929, accord- 
ing to figures released a few days ago 
by the Federal Reserve Board. 

Declines in sales ranging from 3 per 
cent in the New York district to 19 per 





cent in the Chicago district were re- 
ported by each of the twelve Reserve 
districts, while for the period from Jan. 1 
to July 31 there was a 5 per cent decline 
in sales throughout the entire country. 
For the seven months’ period the New 
York district alone showed no decline 
in the total dollar volume of business, 
while the Chicago district again appeared 
to have suffered most from the indus- 
trial recession and reported a 12 per cent 
decrease in sales. 


Wholesale Price Index 
Shows Slight Decline 


The wholesale price index of the Na- 
tional Fertilizer Association showed a 
decline of only 4 fractional points for 
the week ended Aug. 30. The index now 
stands at 85.7 as compared with 86.1 
for the previous week and 97.2 a year 
ago. 

Of the fourteen groups in the index 
three advanced, five declined and the re- 
maining six showed no change. 

The price of twenty-three commodities 
advanced and thirty declined. 


Montgomery Ward August Sale 
Declined $3,988,494 


Sales of Montgomery, Ward & Co. 
for August aggPegated $20,966,819, com- 
pared with $24,955,313 in August, 1929, 
a decline of $3,988,494. For the first 


_eight months of the year the company 


sold a total of $169,820,545 in merchan- 
dise, against $167,571,196 last year, an 
increase of 1.3 per cent. 

In connection with decrease in last 
month’s sales, the company pointed out 
that August, 1929, was an abnormal 
month with sales 46.73 per cent ahead 
of August, 1928, due to stimulus of a 
prepaid freight policy. In July, 1930, 
the company announced substantial price 
reductions and ceased prepayment of 
freight. Decrease in August dollar sales 
was said to be accounted for by these 
price reductions. 


Bank Debits Declined 
In Week Ended Aug. 27 


Debits to individual accounts, as_re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week ended 
Aug. 27, aggregated $9,776,000,000, or 
15 per cent below the total reported for 
the preceding week and 43 per cent be- 
low the total reported for the correspond- 
ing week of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919, amounted to $9,- 
175,000,000, as compared with $10,739,- 
000,000 for the preceding week and $16,- 
385,000,000 for the week ended Aug. 23 
of last year. 





Triumph Trap Co., Inc. 
Announces Fall Prices 


The Triumph Trap Co., Inc., Oneida, 
N. Y., has announced its prices on steel 
game traps for the coming fall season. 
The most popular sizes in the principal 
sections of the country are being quoted 
to dealers at the following figures: 

Atlanta, Triumph, No. 1, $1.32 per 
doz.; No. 1%, $2.20 per doz. 

Boston, Kangaroo, No. 1, $1.65 per 
doz.; No. 1%, $2.53 per doz.; No. 2, 
$3.95 per doz.; Super-Grip, No. 1%; 
$1.90 per doz. 

Chicago, Triumph, No. 1, $1.32. per 
doz.; No. 1%, $2.20 per doz.; Super-Grip, 
No. 1, $1.38. 

Cincinnati, Triumph, No. 1, $1.32 per 
doz.; Super-Grip, No. 1, $1.38 per doz. 

Kansas City, Triumph, No. 1, $1.32 per 
doz.; No. 1%, $2.20 per doz.: No. 3, 
$4.94 per doz.; No. 4, $604 per doz. 

New York City, Triumph, No. 1, $1.32 
per doz.; Super-Grip, No. 1, $1:38 per 
doz. 

Pittsburgh, Triumph, No. 1, $1.32 per 
doz.; Super-Grip, No. 1, $1.38 per doz. 

Twin Cities, Triumph, No. 0, $1.05 per 
doz.; No. 1, $1.32 per doz.; No. 3, $4.94 
per doz.; No. 4, $6.04 per doz.; Super- 
Grip, No 1, $1.38 per doz. 


Continental Screen Company 
Announces Ventilator Prices 


The Continental Screen Co., 1323 Book 
Bldg., Detroit, Mich., has announced prices 
for the 1931 season. The prices, which 
are net to dealers, apply to New York 
City, Boston, Pittsburgh, Cincinnati, Chi- 
cago and the Twin Cities and are as fol- 
lows: 

“De-Flekt-Air” (Metal Center Ventil- 
ators)—No. 63 6x33), $2.50: No. 87 
(8x37), $3.00; No. 88 (8x48), $4.70; 
No. 117 (11x37), $4.35 per doz. net. 

“Coptinental Wood Frame Cloth Ven- 
tilators”—V-836, $2.00; V-923, $2.00; 
V-937, $2.20; V-949, $3.75; V-959, $4.40; 
V-1537, $3.45; V-1549, $5.00 per doz. net. 

“Continental Metal Frame Cloth Ven- 
tilators”—No. 833, $2.50; No. 837, $2.80: 
No. 845, $3.75; No? 1137, $3.45; No. 1145, 
$4.40; No. $1437, $5.00; No. 1445, $5.60 
per doz net 

The company will allow actual freight 
up to 50c per 100 Ib. on shipments of 
six dozen or larger. 





Bank Clearings Show Loss 
of 35.7% from Year Ago 


Bank clearings in the United States 
for the week ended Aug. 28, as reported 
to Bradstreet’s Journal, aggregated $7,- 
738,245,000, as against $8,696,099,000 last 
week and $12,039,986,000 in this week 
last year. There is here shown a de- 
crease of 11 per cent from last- week and 
35.7 per cent from the like week of 1929. 
Canadiam clearings aggregated $282,794,- 
000, against $271,334,000 last week and 
$319,640,000 in this week last vear. 
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CHICAGO: 


Cuicaco, Sept. 9. 

HAT is said to be the poorest 
OY seen for corn since 1901 

now faces the corn belt farmer 
and the corn belt merchant. But all 
of this prospect is not threat. Some of 
it brings the promise of bullish prices 
for corn which to the many farmers 
who have corn to sell may prove as 
much of a boon as a big crop. Few es- 
timates of the corn yield go above two 
billion bushels which means a round- 
figure loss of half a billion. At this 
writing corn is close to the dollar line. 
Much wheat, barley, soy beans, rye, 
oats, cotton seed, sugar beet pulp, etc., 
will probably be used as substitute feeds 
for corn. Quantities of these supple- 
mentary crops will be available, which 
fact may have the effect of keeping the 
corn price within bounds. 

Recent rains have done much to im- 
prove pasturage; they will also tend to 
better the ripening conditions of the late 
planted corn. Despite the effect of the 
summer’s drought, agriculture seems to 
be moving toward an advantageous 
position as compared with the manu- 
facturing and mercantile fields, which, 
if the movement continues, means that 
makers and sellers of commodities must 
soon receive the usual benefits. 


SEASONAL ACTIVITY 


There is no disposition in the hard- 
ware trade to turn away from the 
actualities which, under analysis, seem 
bad only in comparison with the boom 
years. With Labor Day past and the 
thermometer registering cooler tempera- 
tures, there is some undeniable accelera- 
tion in the movement of seasonal mer- 
chandise. The wholesale atmosphere is 
clearer and more cheerful and the flow 
of real orders is such as to substan- 
tiate the growing belief that business 
will gradually, almost imperceptibly im- 
prove. When it began to fall off last 
year, only the close students of the 
sales charts were aware of it; feeling 
now prevails that the expected revival 
will be just as slow in the positive di- 
rection. All things considered, hard- 
ware credits and collections continue 
in surprisingly healthy condition. 


COPPER GOODS LOWER 


With extremely low prices now in 
effect on nickel-plated copper tea kettles, 
resulting from the downward plunge 
of the copper market, these items as- 
sume greater importance iff advance 
of the usual fall demand. It is now 
possible for the housewife to buy 








AT A GLANCE 


Indications of a poor corn 
crop bring a promise of bul- 
lish corn prices. Despite the 
drought agricultural condi- 
tions are improving. Some 
seasonal increase in business 
has begun to register. 

* * # 

Credits and collections con- 
tinue to have a healthy status. 
Copper utensils are lower in 
price. Interest is keen in poul- 
try supplies. Stove pipe, and 
elbows are active. A good de- 
mand for window glass is pre- 
dicted. 

* * *& 

The general tendency of 
tools for household use seems 
to be toward the lower grades. 
Imported tools are making lit- 
tle headway against the do- 
mestic products. 

* * *& 

A brisk trade is expected in 
cross-cut saws. Prices on this 
line show little change and are 
expected to hold firm during 
the fall season. 














quality kettles at relatively small ex- 
pense and numerous dealers are making 
ready to push such bargains. This is 
also true of copper wash boilers; in 
fact, all copper utensils are being of- 
fered at lower figures than have ruled 
for several seasons. 


POULTRY SUPPLIES 


As in times past, the great American 
hen is probably responsible for more 
actual farm relief than any other fac- 
tor, political or otherwise. Even in 
normal agricultural times the poultry 
industry has continued to expand, af- 
fording the farm family a steady flow 
of ready cash. Most hardware dealers 
are enthusiastic over this continued de- 
velopment and derive immense satis- 
faction from selling the supplies which 
make it possible. Not all the manufac- 
turers of poultry equipment have yet 
issued their catalogs for 1931, although 
many have been received; jobbers and 
dealers await complete information con- 
cerning the new items. The screen grid 
feeders for both chicks and broilers 
now offered by most suppliers are ex- 
pected to show added popularity, divert- 
ing a considerable proportion of the de- 





Seasonal Acceleration Is Evident 


Credits Have a Healthy Character 


mand from the perforated metal top 
feeders. 


STOVE PIPE LIVELY 


Sales of barbed wire have held up 
unusually.well during the summer. It 
seems evident that needed temporary 
fence repairs have in many cases been 
made with barbed wire rather than with 
the customary woven-wire replace- 
ments; for this same reason, however, 
jobbers deduce that fall sales of woven- 
wire fencing should show improvement. 
Stove pipe and elbows are running into 
good volume as their peak season ap- 
proaches, although most orders from 
dealers have been later than last year; 
prices have changed little from the 
figures governing last season, since 
these goods are made from sizes and 
qualities of sheets not affected by the 
recent drops in “merchant sheets.” 
Present figures are considered settled 
for the -fall season. 


TOOL SITUATION 


With some local exceptions, the gen- 
eral tendency of tools for household use 
seems toward the lower grades. Since 
tool chests are sold largely during the 
holiday season, little interest in them 
has yet been displayed by dealers. Im- 
ported lines of wrenches and pliers in 
the cheaper grades are making little 
headway against the domestic product, 
according to hardware wholesalers here. 
It appears that there is virtually no dis- 
position on the part of the American 
makers to lower their standards and 
finishes to meet such foreign competi- 
tion, although they are alert enough in 
matching competitive grades manufac- 
tured at home. Whether because of the 
tariff or not, it may be said that im- 
ported wrenches and pliers are scarcely 
considered a factor. 


CROSS-CUT SAWS 


There are some indications that the 
cross-cut saw business, on account of 
the general swing toward economy, may 
prove interesting later on; prices show 
little change; figures on a few of the 
leading items in this line follow: 31%4- 
ft., one-man, champion tooth, cross-cut 
saw, cheaper grade, $1.65; better grade, 
$2.15; 534-ft., two-man, narrow, cham- 
pion tooth, cross-cut saw, cheaper 
grade, $1.25; medium grade, $1.70; 
better grade, $2.10; 534-ft., two-man, 
wide, champion tooth, cross-cut saw, 
medium grade, $2.15. These prices, it 
is believed, will hold firm through the 
fall season. 
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NEW YORK: 


New York, Sept. 9. 


N improved tone of the business 
A trend is reported by wholesale 
hardware jobbers doing business 

in the metropolitan territory. Whole- 
salers themselves are placing heavier 
orders with manufacturers than they 
have for some time past, as dealers for 
the most part are ordering in somewhat 
larger quantities. While the increase 


apparent at the moment is slight, the |, 


trade generally seems more optimistic 
over the outlook than at any time in 
recent months. The consensus of 
opinion is that from now on conditions 
will improve gradually during the last 
quarter of the year, with a return of 
business to a near normal level by early 
spring. 


RETAIL STOCKS DEPLETED 


It appears that after a long period, 
during which most dealers liquidated 
their stocks on hand to the minimum, 
the time has arrived when they must 
start to replenish depleted stocks. This 
situation accounts for the fact that re- 
tailers are ordering a wider variety of 
merchandise and are specifying larger 
quantities of each item. While a 
tendency exists to postpone orders for 
fall and winter goods until the last mo- 
ment, some items in this class are fairly 
active on future bookings. Shortages 
have developed in certain lines and this 
has served to stimulate the future busi- 
ness to some extent. Manufacturers of 
some items have curtailed production to 
the point where they require two or 
three weeks to fill orders, which were 
formerly filled in as many days, ac- 
cording to local jobbers. 


WINTER GOODS 


Jobbers are receiving supplies of 
winter merchandise and early ship- 
ments are being made to dealers in 
some instances. In this classification 
stove goods, sleds, ice skates, oil and 
electric heaters and snow shovels have 
shown indications of being quite active 
in the near future. Early interest in 
toys for the holiday season seems to 
presage a good trade in the line. The 
same is true of Christmas tree lights, 
cutlery and similar items for the holi- 
days. 


ACTIVE MERCHANDISE 


Probably due to the economies ef- 
fected for consumers, the demand for 








AT A GLANCE 


An improved tone is ap- 
parent in the business trend. 
While the gain is slight at the 
present time, a gradual and 
consistent increase in trade is 
anticipated. 

* % & 

Liquidation of dealer stocks 
appears to have resulted, at 
last, in a fair volume of re- 
placement orders. Shortages 
in manufacturers’ stocks have 
developed in some lines on 
which production has been 
curtailed. 

e¢ ££ 

Early interest is being shown 
in winter and holiday mer- 
chandise. From all indica- 
tions a good volume of winter 
business is expected. Jobbers 
are displaying toys and the 
line has received a good, early 
start. 

* * % 


Canning and related equip- 
ment is very active, probably 
due to a consumer trend 
for economy. Housewares are 
holding up very well. Paints 
are also active. Building op- 
erations have increased. 

* 8 # 


A lower price tendency is 
evident, although few recent 
reductions of consequence 
have been announced. Price 
concessions are being granted 
on some highly competitive 
items. The credit situation is 
satisfactory. 











preserving, bottling and canning sup- 
plies has been exceptionally good. 
Large preserving kettles, jelly strain- 
ers, fruit presses, fruit jars and rings, 
jelly glasses, bottle cappers and kindred 
items are especially active. Step lad- 
ders, grape crushers, poultry netting, 
prepared roofing, rubbish burners, lawn 
rakes, electric lamps and galvanized 
ware are enjoying a good demand. 
Housefurnishings as a line continues 
to maintain sales levels, better than any 
of the major hardware lines. Paint 
sales are also holding up well. Some 





Conditions Have Better Tone 
Prices Hold Fairly Steady 


improvement is evident in the demand 
for tools. Staple and shelf hardware 
is rather dull. 


BUILDING INCREASES 


New construction contracts during 
the past week in the metropolitan area 
of New York continue to show a gain. 
The daily rate is on the uptrend and 
for the week ended Aug. 30 a gain of 
slightly over 1 per cent was shown in 
comparison with the corresponding 
week of last year. Residential con- 
struction—the type most interesting 
to hardware dealers—however, ‘is still 
rather sluggish. Some improvement is 
reported in the demand for tools and 
builders’ hardware, although it is a 
question whether increased building or 
depleted stocks accounts for the better 
demand. 


PRICE TENDENCIES 


It is asserted that prices on house- 
wares, when the entire line is consid- 
ered as a whole, have shown compara- 
tively little change during the past year. 
It was pointed out that while price de- 
clines of approximately 15 per cent 
have become effective on the majority 
of hardware items, the declines on 
housewares are estimated at only 5 
per cent lower than a year ago. The 
general trend is still downward, al- 
though few reductions of consequence 
have been announced recently. Some 
dealers declare that the easier trend of 
prices is the factor influencing them to 
refrain from purchasing merchandise 
other than that absolutely needed for 
current requirements. Keen price com- 
petition on bolts, roller skates, butts 
and certain tools, has resulted in price 
concessions being granted, especially on 
orders of larger than usual size. Other 
than this prices retain a fairly steady 
status. 


FEW FAILURES 


Notwithstanding that the past few 
months have been a crucial period for 
some hardware stores, they have 
weathered the test with fewer fatalities 
than most other types of retail estab- 
lishments. Wholesalers declare that 
they have rarely encountered business 
failures. Collections are slow in some 
instances, but the average is considered 
satisfactory, particularly in view of 
present business conditions. 
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New York PAINT MateriAts MARKET 


NEW YORK, Sept. 9.—Under the stimulus of the Fall 
season, the paint demand has shown improvement since the 
first of September. Practically all materials are in more 
active demand, while mixed paints are also moving in in- 
creased volume. This is the season when consumers are 
anxious to have painting jobs completed by the time cold 
weather arrives. Increased construction in the New York 
territory is another factor which has accelerated the paint 
demand. 

Turpentine quotations are firmer. Prevailing prices, 
which are quoted, are 2c. per gallon higher than a week ago. 
Linseed oil prices continue to display a weaker tendency 
with still further reductions. Shellac prices are holding 
firm at the recently established levels. Denatured alcohol 
prices are unchanged. 

In commenting on the linseed oil market, one of the lead- 
ing crushers says: “The chief item of interest during the 
past week was the slump in nearby oil. Of course this was 
to be expected, when the new crop seed made its appearance 
thirty days earlier than usual. Receipts of new crop seed 
for August amount to 2,734,000 bushels, as compared with 
1,322,000 last year.” 


LINSEED OIL 
PURE LINSEED OIL 


Per Pound 
pe ae ee ee ee 11.4c. 
eee ee Serer ers ere 11.0c. 

WHITE LEAD 


WHITE LEAD AND OXIDES. 

White lead in oil, heavy or soft paste, 100 Ib. kegs, 13%c.; 50 
and 25 Ib. kegs, 14c.; 12% Ib. kegs, 14%c.; 5 lb. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 Ib. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders*for de- 
livery at one time; 500 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
and 3 per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 

DRY WHITE LEAD. 

Dry white lead, 100 Ib. kegs, 13%c.; 25 and 50 Ib. Kegs, 14c.; 

12% lb. kegs, 14\%c. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per Ib.; 12% Ib. cans, 8%c. 
per Ib.; 25 lb. cans, 8c. per lb.; 120 Ib. (approximate) tubs, 7c. 
per Ib. 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per Ib.; 2 Ib. cans, 5%c. per Ib.; 5 Ib. cans, 4c. 
per lb.; 12% Ib. cans, 4%4c. per Ib.; 25 Ib. cans, 4c. per Ib.; 100 
to 120 Ib. tubs, 3c. per Ib. 


SPIRITS TURPENTINE 


Prices range from 50c. per gallon. 


DRY COLORS 


COMMERCIAL LAMP BLACK. 
In 50 Ib. cases, 1 lb. packages, 16c. per Ib.; % Ib. packages, 22c. 
per lb.; % Ib. packages, 30c. per Ib. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. 

In 50 lb. cases, 1 Ib. packages, 25c. per Ib.; % lb. packages, 
~‘g per lb.; % lb. packages, 40c. per lb. Assorted sizes, 32c. per 
Ib. 


VARIEGATED COLORS f 

Dry colors in barrels varying from 300 to 350 lbs. Prices per 
pound: Prince’s metallic, 3c.; American raw and burnt umber, 
5\%c.; Italian raw and burnt sienna, 10c.; turkey raw and burnt 
umber, 6c.; American raw and burnt sienna, 5%4c.; Van Dyke 
brown, 9c.; chrome green, l.m. or dark, 15c.; American venetian 
red, 3c.; Indian red, 15c.; turkey red, 35c.; American vermilion, 
35c.; American yellow ochre, 2c.; imported French ochre, 6%%4c.; 
golden ochre, 6c.; chrome yellow, l.m. or dark, 15c.; Dutch paint, 
lic.; extra gilder’s whiting, 7%c.; ultramarine blue, 28 Ib. boxes, 
from llc. to 9c. per Ib. 


SIZING GLUES © 


White kalsomine glue, flakes, 30c. per lb.; pure hide joint glue, 
ground or flakes, 25c. per lb.; South American sheep glue, 110 Ib. 
bags, 15c. per lb.; German sheep glue, 110 lb. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per lb.; Italian ground pumice 
stone, in barrels, 3c. per lb.; C. P. aluminum bronze, 1 Ib. cans, 
75c. per can; pale gold bronze, 1 lb. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 
15c.-per 1b.; alcohol, C..D. No..5, in steel drums, 43c. per gal. ; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 2 


SHELLAC 


T. N. Grade, 164 lb. bags, 24c. per lb.; Vac-Dry, bleached, 250 
lb. barrels, 30c. per Ib.; Orange, 164 Ib. bags, 25c., 27c. and 34c. 
per Ib., according to grade; 5 Ib. Pure White Shellac, 50 gal. 
barrels, $1.70 per gal.; 5 lb. Pure Orange Shellac, 50 gal. barrels, 
$1.40 per gal.; 4% lb. Pure White Shellac, 50 gal. barrels, $1.65 
per gal.; 4% lb. Pure Orange Shellac, 50 gal. barrels, $1.35 per 
gal.; 4 lb. Pure White Shellac, 50 gal. barrels, $1.55 per gal.; 
4 lb. Pure Orange Shellac, 50 gal. barrels, $1.25 per gal. 


STEP LADDERS 


High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90; 7 ft., $3.40; 
8 ft., $3.90; 10 ft., $4.80. Medium quality, 8 ft., 75c. each; 4 ft., 
$1.00; 5 ft., $1.25; 6 ft., $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., 
$2.50. Competitive quality, 4 ft., 80c. each; & ft., $1.00 each; 6 ft., 
$1.20 each. 


EXTENSION LADDERS 


Complete with rope and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.55; 
32 ft., $10.15; 34 ft., $10.70; 36 ft., $11.20; 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1.25 each. Extra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 


Powdered Wax.—4 0z., 23%c.; 8 oz., 3314c.; 16 oz., 66%c.; 5 Ib., 
$2.663, per package. 


Prepared Paste Wax.—2% oz., 16%c.; % Ib., 33%c.; 1 Ib., 56%c.; 
2 Ib., $1.06%; 4 Ib., $2.00; 8 Ib., $3.73%. " 


Prepared Liquid Wax.—% pt., 33%c.; 1 pt., 50c.; 1 qt., 93%¢.; 
% gal., $1.60; 1 gal., $2.66%. 

Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 


Weighted Floor Brushes.—15 Ib., $3.75; 25 Ib., $5.25. 


SANDPAPER 


Size 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. 
box; size %, 100 sheet, 89c. per box; size 1, 75 sheets, 74c. 
box; size 1%, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. 
osm size 2%, 50 sheets, 7lc. per box; size 3, 25 sheets, 41c. 

Ox. 


Utility packages of sandpaper, 6 
packages are subject to an additiona 


per 
per 
per 
per 


c. each. Full cartons of 72 
per cent discount. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) | 


PITTSBURGH, Sept. 9. 

OBBERS in this district report a 
J moderate seasonal increase in busi- 

ness this month which had generally 
been anticipated in the trade. The im- 
provement is execeptionally welcome in 
view of disappointing reports on Aug- 
ust business. Ordinarily a slow month, 
this year’s August fell considerably be- 
hind the corresponding month last year 
with nearly all jobbers, and in many 
cases was below the month’s average 
for several years back. Retailers did 
less buying than usual, apparently in 
an effort to make further reductions in 
inventories, and most jobbers are en- 
couraged by the fact that the bulk of 
goods in dealers’ hands has apparently 
reached the lowest point possible. This 
matter of inventory reduction has also 
been carried on by jobbers and manu- 
facturers as well, and the industry 
seems to be in considerably better 
shape for a consistent business improve- 


ment than at any time since last Oc- | 


tober. 


AMMUNITION ACTIVE 


Ammunition is now beginning to move | 


out of jobbers’ stocks in good volume. 
The open season for hunting blackbirds 
and rails is already under way in Penn- 
sylvania, and wild water fowl may be 
hunted after Oct. 1. On other game, 
shooting is deferred for another month. 


The passing of Labor Day was a signal | 


for hardware retailers generally to be- 
gin ordering fall goods, and activity is 
developing in stove pipe and elbows, 
coal hods and many other products. 
However, it will be another 30 days 
before these products become real ac- 
tive. The opening of schools brought 
increased demand for roller skates and 
football supplies, and other sporting 
goods are moving in fair volume. 


PRICES ARE REVISED 


A number of price changes have been 
announced by local jobbers. Prices on 
roller skates have been reaffirmed for 
the coming season. Adjustments are 
being made in the quotations on the 
Buckeye line of brooders, with slight 
decreases in prospect for some numbers. 
Copper wash boilers and tea kettles are 
lower. The No. 9 wash boiler is now 
quoted at $37 for the 12 oz. size, and 
$39 for the 14 oz. On copper tea 
kettles the new prices are $14.50 each 
for No. 18, $15.50 for No. 19, $18.75 
for No. 38 and $20.25 for No. 39. 





AT A GLANCE 


Business is showing a mod- 
erate seasonal increase. August 
was an_ exceptionally dull 
month. Prospects for con- 
tinued improvement are better 
than at any time since last 


October. 


e * 


Ammunition has started to 
move in good volume. Fall 
lines are becoming more ac- 
tive, especially stove goods 
and similar merchandise. 
School days have stimulated 
the demand for roller skates 
and sporting goods. 

* * # 

Numerous price revisions 
are noted in this report. Signs 
of improvement are apparent 
in basic industrial conditions. 
The betterment, however, is 
slight, and is confined largely 
to the iron and steel industry. 

e+ & & 

Coal and coke production 
continues at a low ebb. Un- 
employment still constitutes a 
serious factor. Collections are 
very tight. 














clocks result in a quotation of $4 each 
for the No. 1 or bedroom size, and $5 
for the No. 10 or kitchen size. 

Cocoa mats are also slightly lower, 
with the 14 x 24 in. size now quotable 
at $8.40 per doz., the 16 x 27 in. size 
at $10.50 per doz., the 18 x 30 in. size 
at $13 per doz., and the 22 x 36 in. size 
at $18.50 per doz. A manufacturer of 
lawn supplies has brought out a new 
sized roller particularly adapted for use 
on miniature golf courses. The roller 
is 14 in. in diameter by 15 in. wide, and 
sells to retailers for $8 each. That the 
roller is meeting a definite need is in- 
dicated by the fact that one jobber 
moved out several on the day that the 
| unit was placed in stock. Turpentine 
prices are unchanged at 55c. per gal. in 
barrel lots, while linseed oil is quotably 
| lower at 14%c. per Ib. in barrel lots. 


INDUSTRIAL CONDITIONS 


Basic industrial conditions in West- 
ern Pennsylvania show signs of im- 
provement, but the tendency has been 
reflected only moderately in steel mill 
operations. Steel ingot output has 











Slight reductions in prices for electric | gained slightly, but the improvement has 


- 


Seasonal Increase Is Noted — 


Numerous Price Changes Made 


been limited, and has amounted to about 
one point a week over a three-week pe- 
riod. Pig iron production during Aug- 
ust dropped to the lowest daily rate 
since October, 1924, but one steel com- 
pany stack went into blast late in the 
month, and it seems unlikely that fur- 
ther curtailment will be made. Steel 
finishing mills have improved their 
schedules only slightly, with one rather 
outstanding exception in tin plate. Tin 
plate shipments were extremely heavy 
in the last two weeks of August, fol- 
lowing definite reports that drought 
damage had been over-estimated, and 
it now seems likely that the canning 
drop will not be seriously impaired. 

In the meantime, consumers continue 
| to show more interest in their steel pur- 
| chases, and mills have capitalized on 
| this tendency by announcing price ad- 
| vances for the remainder of the month 
;}and the fourth quarter. Independent 
| Sheet makers have named quotations 
i which amount to rather general ad- 

vances of $1 to $2 a ton, and it is re- 

| ported that similar action will soon be 
| taken in the case of other products. 
| This is the first constructive move in 
the price field in more than a year, and 
will undoubtedly stimulate buyers to 
make commitments. While it is prob- 
able that large users were able to get 
under cover at least for the remainder 
of this month, higher prices may become 
partially effective in the fourth quarter, 
and cestainly in the new year. 


COAL AND COKE OUTLOOK 


Conditions in other important indus- 
trial groups in this area have not 
changed materially. The coal and coke 
industry is decidedly depressed, but 
| higher prices for Connellsville coke are 
being sought. Oven operations in the 
Connellsville district are at a very low 
ebb, and few coal mines in the region 
are operating. West Virginia coal 
| fields are in a slightly better position, 
but light shipments by lake in the last 
month have been an unfavorable factor. 
Increasing mechanization in the coal in- 
dustry is not improving the labor situa- 
tion, but conditions are no longer so 
acute because many miners have mi- 
grated to other industries. 


UNEMPLOYMENT 


Unemployment is still serious, but 
continues interrupted rather than total. 
Payrolls average 50 to 75 per cent of 
normal, and this naturally has its effect 
in reduced buying power. Collections 
are very tight. 























HARDWARE AGE for SEPTEMBER II, 





1930 









ATLANTA: 


ATLANTA, GA., Sept. 9.—The local hardware jobbing market at 
this time continues to show improvement over the past few weeks 
and a further general speeding up of all lines is anticipated in the 
very near future. Within a few weeks Georgia and the entire South 
will be moving in heavy volume the huge cotton crop, which together 
with large corn and other food commodities, will pour hundreds of 
millions of dollars into the regular commercial channels. 

Farmers have been buying very cautiously and business has been 
proceeding more slowly than a year ago, but the crop marketing 
season always generates a certain amount of business activity and 






















it appears probable that during the remainder of the year there 


will be some pickup in the business situation. 


Jobbers as well as retailers appear optimistic and briefly, it can 
be safely asserted that we enter the final quarter of the year with 
the general tone of sentiment in business better than it has been in 


months. 


Collections are reported as being fair and showing improvement. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. ATLANTA. 


AUGER BITS. 


a Solid Center, No. 62T, 3/16 
$3.21 per doz.; 4/16, 5/16 and 6/16 
“e $2.85; 7/16 .? $3.21; “eg in., 


; » $4.28; 
11/16 and 12/16 in., 
14/16 in., $5.70; 15/16 and 16/16 in., 
$6.41; 17/16 and 18/16 in., $7.48; 19/16 
and 20/16 in., $8.55. 


AXES. 


Kelly Perfect, handled with No. 1 
oval straight handles, $20.68 per doz. 

Kelly Standard and Hercules, hand 
hammered, with No. 1 oval straight 
handles, $19.08 per doz. 


Second quality axes, with No. 3 
straight or crooked handles, $17.33 
per doz. base. 

Boys’ Union handled axes, $9.50 
per doz. base. 

BATTERIES. 


Ray-O-Vac.—No. 121 flashlight bat- 
teries, 13c. each; No. 221 flashlight 
batteries, 13c. each; No. 231 flash- 
light batteries, 1914c. each; No. R21 
flashlight batteries, 9%c. each; No. 1 
unit cells batteries, 6 a —_ No. 2 
unit cells batteries, 6 

Eveready.—No. 790 flashlight bat- 
teries, 13c. each; No. 791 flashlight 
batteries, 13c. each; No. 935 unit cells 
batteries, bic. each; No. 950 unit 
cells batteries, 6%4c. each. 


BLOW TORCHES. 


Clayton & Lambert, No. 158, $3.90 
each; Clayton & Lambert, No. 32, 
$6.30 each. 


BOLTS AND NUTS. 


Cut thread carriage and machine 
bolts, 60 off; lag screws, 60 off; stove 
bolts, 75 off. 


COTTON HOOKS. 


No. 279, 8 in., $3. - per doz.; No. 
277, 6 in., $2.00 per doz. 


FILES. 


First quality, list less 50 per cent; 
private brands, less 60-10 per cent. 
Second quality, less 75 per cent. 


FORKS. 


First quality, 3-tine, 5-ft. handle, 
$11.75 per doz. econd quality, 
3-tine, 5-ft. handle, $9.50 per doz. 





GALVANIZED WARE. 

8 qt. pails, $1.90 per doz.; 10 qt. 
pails, $2.00 per doz.; 12 qt. pails, 
— per doz.; 14 qt. ‘pails, $2.65 per 

OZ. 

No. A Tubs, $3.80 per doz.; No. O 
Tubs, $4.70 per doz.; No. 1 Tubs, 
$5.60 per doz.; No. 2 Tubs, $6.50 per 
doz.; No. 3 Tubs, $7.60 per doz. 

Heavy well buckets, $6.00 per doz.; 
light well buckets, $4.50 per doz. 

% bushel baskets with bail, $6.00 
per doz. 

5 gal. garbage cans, $7.35 per doz.; 
10 gal. garbage cans, $9.25 per doz.; 
20 gal. garbage cans, $15.00 per doz. 


HANDLES. 

Steel D spade handles, $4.00 per 
doz. Steel D scoop handles, $4.00 
per doz. Steel D cotton seed fork 
handles, $6.00 per doz. (Strapped, 
capped and ferrules.) D shovel han- 
dles, $4.00 per doz. ‘Spading fork 
handles, c. s. f., $6.00 per doz. 


HINGES. 
3-in. light strap, 65c. per doz.; 5-in. 
light . per doz.; 8-in. light 


strap, per doz.; 4-in. heavy 
strap, $1.00 per doz.; 6-in. heavy 
strap, $1.50 per doz.; 10-in. heavy 
strap, $4.25 per doz.; 3-in. light tee, 


65c. per doz.; 4-in. light tee, 85c. per 
doz.; 4-in. extra heavy tee, $1.50 per 
= 6-in. extra heavy tee, $2.00 per 
oz. 


LOCKS. 
Per Doz. 
No. 100 porcelain or mineral 
i ee a ee $3.60 
No. H-1899 metal rim knob 


horizontal 
No. 1899 metal rim knob up- 
right 


& 3. 
No. 3867—71% inside lock sets.. 6.00 
No. 8665 stone door sets....... 10.00 


MEAT CHOPPERS. 
Universal, No. 323, $3.25 each; No. 
333, $5.50 each; No. 331, $5.00 each. 
30 per cent off above prices, which 
are list. 


MATTOCKS. 
5-lb. S. C., $6. “4 per doz.; 6-Ib. 
L. C., $9.00 per doz 


PICKS. 
o $0.6 B. » $7.50 per doz.; 6 to 
7 Ib. R. * $8, 2h per dom: 8 Ib. R. R., 


$9.00 wy ier: ; 10 Ib. R. , $12. 50 per 
doz.; 2 Ib. mill picks, sre 60 each. 





Continued Improvement Is Shown 
Collections Also Show Betterment 





ROOFING. 


Galvanized—29 gage, 2% in. cor- 
rugated, $3.85 per square base. 

Composition—1 ply, smooth sur- 
face, 83¢. per roll; 2 ply, smooth sur- 
face, $1.01 per roll; 3 ply, smooth 
surface, $1.40 per roll; slate, smooth 
surface, $1.65 per roll. 


Sheathing paper, 20 Ib......... .60 
Sheathing «paper, 40 Ib......... 1.10 

Per Gal 
Asphalt roof coating........... -60 

Per Lb 
1 lb. cans of plastic cement... 12 
5 lb. cans of plastic cement... .10 
10 Ib. cans of plastic cement... .09 

Valley Tin 

Per Roll 
14 in. plain, 100 ft. rolls...... $4.75 
20 in. plain, 100 ft. rolls...... 6.50 


14 in. galvanized, 100 ft. rolls.. 6.00 
20 in. galvanized, 100 ft. rolls.. 7.50 


SCREW DRIVERS. 


Bridgeport No. 42, assortment 
(Little Wonder), 85c.; Bridgeport No. 
70, 3 in., .00 per doz.; Bridgeport 
No. 70, 5 in., $2.50 per doz.; Bridge- 
port, No. 70, 8 in., $4.00 per doz.; 
Bridgeport No. 80, 4 in., $1.35 per 
doz.; Bridgeport No. 80, 6 in., $1.80 
per doz.; Bridgeport No. 80, 10 in., 
$3.10 per doz. 


SKATES (ROLLER). 


Chicago roller skate line, No. 181, 
$2.65; No. 183, $2.75; No. 185, $2.75; 
No. 101, $1.35; No. 103 and 105, $1.40. 

“No. 5 oe roller skates, $1.75; 
No. 6, $1. 7 4, $1.65; No. 130, 
$2.00; No. Pio » $2.15. 

Skate keys, 30c. per doz.; extra 
wheels, 10c. extra. 

Winchester—Boys’ No. 3831—Girls, 
No. 3832, $1.35; No. W1G, $1.40. 


STEP LADDERS. 





STOVE PIPE. 


Smith multi-pipe, 29 gage, polished 
in blue, 5 in., $12.25 per 100 joints; 
5% in. and 6 in., $13.00 per 100 joints. 

Elbows—5 in. piece, corrugated, 
$1.35 per doz.; 6 in. piece, corrugated, 
$1.50 per doz.; 7 in. piece, corrugated, 
$2.00 per doz. 


STOVE POLISH. 


No. 20 Black Silk paste, 5-lb. cans, 
$11.40 or, mes No. 5 Black Silk 
paste, $1.20 per doz.; No. 6 Black 
Silk lidaid. $1.30 per doz.; No. 1 
Black Silk iron enamel, $1. 75 per 
doz.; No. 60 Black Silk metal polish, 
$1.50 per loz. 


WASH TUBS. 


Re ca LY Peres See 
No. 1 
No. 2 
No. 3 


COP eee meee seer eeereee 


WHEELBARROWS. 


No. 5 with wood tray, $36.00 doz.; 
No. 4 concrete, $6.00 each; tubular 
steel wheelbarrows, $6.50 each. 


WRECKING BARS. 


% x 18 in., $1.50 per doz.; 5% x 24 
in., $2.50 per doz.; % x 30 in., $4.50 
per doz. 
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Remington 
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THE ONLY. SHOT THAT COUNTS !S THE SHOT THAT HITS 


SHUR SHOT = WETPROOF 


A COMING SHOOTER OF HOUSTON, TEXAS 


(Product of the Houston Sporting Goods Co.) 






















as a cradle before, but it seems to 
. - fill the bill admirably—Im 
~~ going to ask them up 
: at the factory if they 
put rockers on our 
shell cases. Some of 
these “hunting 
widows” that spend so 
much time alone dur- 
ing the shooting season 
ought to appreciate 
that. It might help 

Shur Shot Skelton is the son of — you to sell shells in case lots. 
Mr. G. B. Skelton, Manager and 


principal owner of the Houston 


I don’t know his . 
first name so J’ll 
call him Shur \& 
Shot Skelton. I feel 
certain from the as- 
sured expression with 
which he already eyes 
the world, that he 
would be offended if 
I called him, “Baby 
Shur Shot.” 






Anyway we're flattered that 
Shur Shot Skelton chose one of 


Sporting Goods Co., of Houston, 
r cases. 
Texas. I never saw a shell case used O°" “A°€8 x vA a 
, e 


President 





Now here—The Remington 
Standard American Dollar 
Pocket Knife 











REMINGTON ARMS COMPANY, Ine. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 0766 


mahal Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
©) 1930 R.A.Co. 
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Prospects Appear Much Brighter 
BOSTON 4 Some Price Reductions Are Effective 


(Boston office of HARDWARE AGE) 

BosTon, Sept. 9—The New England retail trade in general is 
looking forward to a more prosperous three or four months’ busi- 
ness. This feeling is substantiated by a freer retail buying move- 
ment. Business, however, is not brisk by any means, but is a little 
better than shelf hardware jobbers anticipated. It is confined very 
largely to current retail needs, interest in futures being confined to 
hocky sticks, snow shoes and ice skates, although interest in ventila- 
tors appears to be awakening, and some window glass business is 
being booked at newly established prices. Despite all the talk of 
hard times that has been going the rounds, jobbers say they are 
justified in the belief that with a spell of cooler weather demand for 
radio sets, tubes and other accessories will be better. It is main- 
tained that retail dealers have succeeded in cleaning up old stocks 
to a marked degree and therefore are in a position to buy heavily 
again when public interest revives. 

The obstacle golf craze has struck into New England and retailers 
and jobbers are having a call for such sets. Jobbers have made a 
somewhat belated reduction of 10 to 15 per cent in prices for wash 
boilers and tea kettles, and have reduced window glass 10 per cent. 
Wire nails have again been-cut, this time 5c. a keg, while putty has 
been reduced 25c. and leading brands of sash cord, lc. a pound. 
The cost of shellac has been knocked off 10 to 15 per cent, the re- 
duction depending somewhat on the size of eontainers. The credit 
situation is fairly satisfactory. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


ASH CANS. | or rage” 1 a No. 102411, $2; No. 
—N Ye, -85. tainless steel, stag 
ome eee No. *, %. 50 | handles, No. 04300, $2.75 a pair, net; 
No. 260 "ea. No 4 ‘i | _ ee ig 4 orate O86 $5.50. 
$3.80: N 10% or 92 FQ: vory handles, No. , $3.50; Pyro- 
$3.80; No. i026, in lots of me 3.50 horn oe, No. V5130, $3.75; No. 
: tla 5250, $4.75. 
gm arngy sy gy er Rad | _Carvers, Bird.—Stainless steel, two- 
large wheels, $28 per doz. net. La- | Piece, stag handles, No. 01410, $3.75; 
mothe, No. 45, small wheels, $20 per po ee. $3.25. Ivory handles, No. 
doz. net; No. 45s, $22. Barrel racks, | 7430, $2.50. 


$3.75 each net. CONDUCTOR PIPE. 


Steel.—28 gage, galvanized after 

BATTERIES. , " formation, lots of less than 100 ft., 50 
Automobile.— Harvard, six _ volt per cent discount; lots of 100 to 250 
type, for Ford, Chevrolet and Essex ft., 60 per cent; lots of 250 to 1000 ft., 
cars, Gold Seal, No. 6139J11, Ra 4 60 and 15 per cent. Sheet steel, lots 
each, list; Black Seal, No. 618 of less than 500 ft., 73 per cent dis- 

916.60; Red Seal, No. 613RJ11, $13. 70. | count; lots of 500 to 1000 ft., 78 per 

Twelve volt type, for Dodge cars, No. | cent; lots of 1000 ft., 80 per cent. 

127GJ, $28.25; No. 127BJ, $21.75; No. Shoes.—Leader, in lots of less than 

127RJ, $17.60. Six volt type, for | carton, 60 per cent discount; full case 

Lincoln and other higher priced cars, lots, 15 doz. assorted, 65 per cent. 

ao oon gt pe ag = 619BJ, $31.50. Elbows. — Galvanized, round, 28 

iscoun er cent. ‘ i 
gage, in lots of less than carton, 60 
Radio.—Harvard, Red Seal, $12.70 per cent; full case lots, 65 per cent. 

each, list, Black Seal, $18.40; Red Hooks.—In lots of less than 100, 

Seal, $15.50. Discount 40 per cent. list: in lots of 100 to 500, 5 per cent 

Dry cell, in lots of 50, No. 7111, 35c. discount < 

each net; in smaller lots, 40c._ B. . 

batteries, in units of 5 Ne. 761, less CORN POPPERS. 

than unit packages, each net; Corn Popper.—-U. S. No. 1CR, on 

unit packages, $1.92. No. 770, unit quart, $1.50 2 doz. net; No. 3MB, 3. 

packages, $2.80; less, $3. | No. 772, qat., $3.25; No. 4S, 4-qt., $3.75; Metior, 

unit packages, $1.92; less, $2.06. ; all wire, No. 682-6, $3, No. 684-7, 

Dry Cell.—Columbia, in lots of_50, $3.35: Wellesley, extra heavy wire, 
32c. each net, freight allowed. Hot No. 947, $3.68; No. 949, $7; electric, 
shot, in barrel lots, No. or = “4 Universal, No. 933, $3.35 each net; 
each_ net; No. 1562M, $1.9 White Cross, No. 990, $1.50. 

1662M, $2.34. In less than ames Pag 

No. 1461M, $1.75; No. 1562M, $2.07; ENAMELW ARE. 

No. 1662M, $2.45. Poaetvere--Aacmrtemat, No. 25, 
containing oz. each of deep shaped 
CARVERS. wash basin, 2-qt. extra deep sauce 

Carvers, Beef.—Three-piece, ee pan, 2-qt. deep pudding pan, 3-qt. 

less steel, stag handles, No. 0241 milk or dairy pan, 3-qt. Swedish mix- 

8 in., $3.50 a set, net; No. 01430, $5. BO: ing bowl, deep Windsor dipper, $13.50 

No. 04300, $4; No. 04310. $6. i No, 0710, the assortment net. 


$4.50: No. V7020, 8 in., $3; p Vee . 

$5. With if rohorn ena qj GOLF SETS. 

5130, $5; No. V525 50, $7: No. V5A10, Obstacle.—Nine hole sets, $5 a set 

$8. Three-piece, in ‘display case, No. net. Extra putters, $8 a doz. Extra 

063, $2.60 a set, net; No. 024, 8 in., balls, $12.80 a gross. 

$2.85; No. 01136, $4. Two-piece sets, Toy.—For children, 5 to 8 years 

ebony handles, No. 3943, $1.10 a pair. old, No. 86, $8 per doz. net. For 
Carvers, Game. — Two- piece, stag children 9 to 14 years old, No. 118, 

handles, No. 011%, $4.75 a pair, net; $20; No. 331, $1.67 each net. 








| 
| 





KEGS. 
Oak.—Varnished, 5-gal., $1.15 each 
$1.70; 15- gall, Sr at 20- 


-25; 25- -gal., FL: 
$2. 8; 50-gal. (not arabe). $3.90. 


KETTLES. 
Tea.—Copper, No. 37, $17.20 4 oo 
net; No. 38, - 75; No. 39, $20.2 
638, $22; No. 639, "$23.7 75; ‘No. is: — 
cial, $14.15; ee 8, Copper King, 
$16.25; No. 8, Copper Queen, $17.45. 


PICKERS. , 
Fruit.—Peerless, No. 299, without 
wire-wound socket, $5.50 per doz. net; 
Perfect, No. 327, $5.50. 


RUBBISH BURNERS. 


Rubbish Burners.—Cyclone, No. 2, 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each. 

Covers, $2.12 per doz., net. 


SASH CORD. 


Standard Makes.—Sampson, 63c. a 
lb., base; Phoenix, 42c.; competitive 
brands, 3lc. 


SHELLAC, 

White.—One-eighth pints, $1 a doz. 
net; % pints, $1.75; % pints, $2.69; 
pints, $4.44; quarts, $7.69; % gallons, 
$2 = gal.; gallons, $1.94; 5 gallons, 
$1.88. 


Orange.—One-eighth om, 94c. a 
doz. net; %4 pints, $1.6 % vale 
$2.44; pints, $3.81; R..-4 $6.50; 
gallons, $1.75 a gal.; gallons, $i. 69: 
5 gallons, $1.63. 


SKATES. 


Roller Skates.—Winchester, boy’s, 
$1.40 a pair net; es, $1.45. Union 
line, No. 2, 70c.3; No. 75¢c.; No. 5, 
$1.40; No. 4, $1.45; No. +0, $1.10. Chi- 
cago line, No. 181, boy’s, $2.65; No. 
181, girl’s, $2.75, Barney & Berry, 
boy’s and girl’s, $1.25. Juvenile, $1.40. 

Straps. — Skate, with common 
buckles, 5% x 20 in., black and rus- 
set, $1.70 per doz. pair net; % x 30 
in., $2.40. Patent leather, 5 x 20 in., 
and russet, $2.38; 5% x 30 in., 


STEPLADDERS. 
ae ores —3 ba e 60 each net; 
4 ft., $2.) ft., $2.67; 6 ft., $3.20; 
7 ft., $8. 73: 8 ft., py 27; Pg ft., $5. 34. 
Nappanee. —No.. 11, 3 f 90. each 
© 22. Bteee"s Ten $i. 50; 6 ft., 
$1. 80: 7 ft., $2. 10; 8 ft., $2.40. 


THERMOMETERS. 


Thermometers. — Outdoor, plate 
glass to read less than 50 deg., 8 in., 
$8 per doz., net; 10 in., $10. White 
enamel on steel, three point test, 
complete with bracket, $7.20. 
glass and thermometer, 8 in., 

Tin, 7 in., $1.20; 8 in., $1.35, $ 

$13.20; 10 in., $14.40. Wood framed 
barometers, $6.65 each net. Taylor 
Stormguide, Jr., 4 in. in ae ~s 

Indoor.—Standard mak es, 
$7.20 per doz. net; 5 in., $3. "90; bath. 
$10.80; dairy, 8 in $1.80; candy, 
$14.40; oven, $40.40; fat fry, $1.20 
each. 


VENTILATORS. 

De-Flekt-Air, No. 63, $2.50 a doz. 
net; No. 87, $3.20: No. Res $4.65. 
Wurld’s Best, No. 3, $1.34 each net; 
No. 4. $1.67; No. 5A, $2; No. 6A, $2.67; 
No. 6B, $3. 


ig BOILERS. 
n.—No. 81X, $23. a doz. net; 
Na, OiX, $23.50; No. Sex’ $25.30; No. 
91XX, $26.95. 

Copper. —No. 148, $40.80 a doz. net; 
No. 149, $44. 10; {copper City, No. 8; 
$36; No. .9, $38 

Standard one quality, 
single B bracket, 88, 10 and 5 per 
cent discount. All other singles, 88 
and 10 per cent. Double B and all 
sizes, 87 and 10 per cent discount. 
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(T yOUr 


us(omers 
were like (his 


BUT— Your customers are just as up- 
to-date as they know how to be. And the 
merchandise you want to sell is just to 
help them be more modern. 


““Modernize” is the key-word that unlocks 
the door to many additional sales for retail 
hardware merchants. And modernizing 
begins with Warrenizing your store. Let 
us study the present arrangement of your 
store for its selling efficiency — judging 
your fixtures by the principles of modern 
display. Maybe the rearrangement Warren 
Store Engineers will gladly suggest, will be 
all you will need. Perhaps you are ready 
—having gotten all the value out of your 
present fixtures—to choose the best new 
fixtures you can afford. In this case we 
will present some plain facts why Warren 
Fixtures sell more merchandise — reduce 
selling costs and increase the average pur- 
chase per customer. 


The coupon below offers free consultation with 
specialists in planning and rearranging your store 
and selling hardware. For data which will help 
you judge your store—send it now. 


J. D. WARREN MFG. CO. 
208 W. Washington St., Chicago, III. 








Send 
the 
Coupon 


the sort of store your customers expect today 


Sak x 
FS 


You Could Afford An 
b Fashioned IS{or e 


4 place for everything and everything in its place. 
place right out where your trade can see and find it. 






SECTIONAL DISPLAY FIXTURES 


We want to know more about Warren Fixtures and Scientific Store 


Arrangement. Please send us: 


0 The New Warren Fixture Catalog. 


O) The Warren Display Table Folder. 


0) The No. 330 Information Sheet for Suggestion Store Arrangement. 
SR SS SS STS SSS SSS SSS SSS SSS SSS SSS SSS SS SSS SS SSS SS SS SSS SSS SSS SS 


J. D. WARREN MFG. CO., 208 W. Washington St., Chicago, Hl. 
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AT] Slight Uptrend in Demand — 
Cl NCI N N + Prices, in the Main, Are Steady 


(Cincinnati office of HARDWARE AGB) 


CINCINNATI, Sept. 9.—A slight uptrend in the district demand for 


hardware merchandising has brought a little better feeling among 
local hardware jobbers. Basing their beliefs on the volume of 
business so far this month, jobbers indicate that September will show 
a definite improvement in the demand. New business, however, is 
still at hand-to-mouth proportions and dealers are not anticipating 
their needs for more than thirty days, but the number of orders has 
shown an increase. 

The prevalence of hot weather has retarded much interest in 
seasonal articles. Recent rain and slightly cooler weather in the 
last few days, however, is expected to stimulate buyers’ interest in 
seasonal goods. 

The only items of interest on the current demand are alcohol and 
anti-freeze mixtures. Local jobbers report that present bookings 
for these items are double the business of a year ago and a very 
heavy business in this line of merchandise is anticipated. 

Local retailers report business slow, although a slight improve- 
ment has been noted this month. Of course little improvement can 
be expected in this field until a more marked change is seen in em- 
ployment generally. 

Industrial employment is still below normal. Many plants are 
alternating employees in an effort to keep their forces intact during 
the depression while others are curtailing the number of hours and 
days of operations. 

The credit situation is still far from being satisfactory. In fact, 
local jobbers indicate that collections are only fair. With a renewal 
of interest on the part of the consuming public toward hardware 
articles, of course, more money will be on hand and a corresponding 
betterment of the credit situation will develop. 

Prices, generally, have not been changed. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
DEALERS, F.O.B. CINCINNATI. 


ANTENNA SUPPLIES. | FIRE SHOVELS. 
100-foot coils, 41c.; 75-foot coils, 30, 52c. each; No. 54, 75c. each; 
32c. 56, 85c. each. 
Porcelain insulators, 2%c. | Neverbreak, 16-in., $4! 75. 
Glass insulators, 5c. | 
Lightning arresters, 17c. ICE SKATES. 
Ground rods, 30c. Winslow, No. 38, $1.60 a pair; No. 


38%, $1.50 a pair. 
BUILDERS’ HARDWARE. 
Sash Weights.—Sash weights, $1.90 LADDERS. 
per 100. ae Extension, 20 foot, $5.75 each; 24 
Inside Sets.—Square bevel inside foot, $7.00 each; 26 foot, $7.60 each; 
sets in case lots, $3.75 per doz. 28 foot t, $8.15 each; 30 foot, $8.75 
Butts.—3% in. old copper and dull g ; 32 foot, $9. 35 éach; 34 foot, 
brass butts, 15c. per pair in case $11.00 each; 36 foot, $11.60 each; 40 
lots; sand blast, brass finished butts, foot, $13.00 each. 
19c. per pair in case lots. Extension, with windlass, 28 foot, 
$9.35 an ar tint’ Fy yee - 
ALCOHOL AN a it foot, $10.60 each; ‘oot, $12.25 each; 
T wi oO D ANTI-FREEZE MIX 36 foot, $13.00 each; 38 foot, $13.65 
URES. each; 40 foot, $14.35 each. 
Denatured Alcohol. — 53 gallon 
drums, SOc. ner gal.; 6 to 9 drum lots, LANTERNS. 
49c. a gal.; 10 drum lots, 48c. a gal. A ; y 
Prices subject to charge of $6.00 for ee hoy Se ts a anes 
each drum, to be rebated upon re- +H $13.00 a doz.: Little ‘Wizard. 
turn of cigs in aed condition. 1 50 a doz: Little Giant, $11.00 a 
gallon cans, 66c. a gal.; in case lots oytiae PP nceat ed ler . ie? 
of 10 gallons, 65c. a gai.: in 10 case doz.; Blizzard, No. 2, $13.00 a doz. 


lots, 64c a gal. 
Everready Prestone.—In_ gallon NAILS. 
lots, $3.80 a gal.; in case lots, $3.60 Common wire nails, $2.60 per keg. 


a gal. 
PAINT SUPPLIES. 
ELECTRIC FANS. Ready mixed house paints, $2.75 
Diehl, No. , per gal.; linseed oil, single barrels, 
No. 29511, $18.00 each list: Mor 29711 i gE al cog hae 6 gees ag No 
$14.00 each, list; No. 10512, $17.00 rel lots, 48c. per gal.; white and red 
each list: No. 12519, $27.00 each, list; ee ee ee eee: ee ae, 
No. 16512, $35.00 each, list; No. 3160, ess 10 per cent. 
29.50 each, list. These prices are 
subject to discounts of 30 and 5 per ROLLER SKATES. 
cent. Ball bearing, girls and juveniles, 





$1.32 pair; boys, $1.41 pair; cheaper 
grade, 77c. pair. 


ROOFING. 
K slate, 85-lb., $1.75; 100 $1.00; 
medium, $1.35; heavy, $ 
Competition grade, light, 85c.; me- 
dium, $1.00; heavy, .20, 
Rosin sheeting, $45.00 a ton. 


RADIO BATTERIES. 
B batteries, No, 23808, $1.88 apiece; 
full units, ; apiece. No. 10308, 
$2.63 apiece. 
$3.20 apiece; full units, 


c batteries, 30c.; 10 units, 28c. 
A batteries, 40c.; 25 units, 35%c. 


RADIO TUBES. 

NX 112A, $2.25; NX 171A, $2.25; 
NX 201A, $1, _" NX 210, $9.00; NX 
222, $4.50; 224, $3. 30; NX 226, 
$1.75; NY 207” $2.20; NX 230, $2.20; 
NX 231, $2.20; NX 232, $3.30; NX 245, 
$2.00; NX 250, $11.00; NX 380, $1.90; 
NX 281, $7.25. 

The prices are subject to discounts 
of 40 and 10 per cent. 


RUBBISH BURNERS. 
No. 1, $8.00 a doz.; No. 2, $11.00 
a doz.; No. 3, $13.20 a doz. 


SCREWS. 
Flat head bright screws, 50, 10, and 
10 off list; flat head blued screws, 50, 
10 and 6 off list; round head blued 
screws, 50 and 10 off list; round head 
brass screws, 40 and 5 off list; bright 
wire goods, 85, 20 and 5 off list. 


SLEDS. 
Fleetwing, No. 96, $12.35 a doz.; 
No. 100, $16.90 a doz.; No. 200, $18. 40 
a doz.; No. 210, $22.40 a doz.; No. 220, 
$24.80 a doz. 
Flexible Flyers, 30 per cent off list. 


STOVE BOARDS. 
Paper lined, 24 x 24, $7.00 a doz. 
Wood lined, 24 x 24, $11.65 a doz. 
Mahogany wood lined, 28 x _ 28, 
$16.00 a doz. 
— wood lined, 28 x 28, $16.00 
a daozg. 


STOVE PIPE. 

Security, blue, 28 gage, 6-in., $14.00 
per 100 joints; 26 gage, 6-in., $16.50 
per 100 joints; polished, 28 gage, 
6-in., $20.00 per 100 joints. 

Elbows, blue, 28 gage, 6-in., $1.50 
a a polished, 28 gage, 6-in., $2.25 
a doz. 


STEPLADDERS. 

3est grade, 5 foot, $2.55 each; 6 
foot, $3.00 each; 7 foot, $3.55 each; 8 
foot, $4.05 each; 10 foot, $5.05 each; 
12 foot, $6.65 each. 

Competition grade, 3 foot, 5ic. 
each; 4 foot, 68c. each; 5 foot, 85c. 
each; 6 foot, $1.00 each; 7 foot, $1.55 
each; 8 foot, $1.75 each. 


TRELLIS WIRE. 


22 in., $3.95 a hundred feet. 


VACUUM BOTTLES. 
Competition grade, 1 pint, 63c. 
each; 1 quart, $1.20 each. 
High grade, 1 pint, $1.00 each; 1 
quart, $2.00 each. 
Nickel plated, 1 pint, $1.75 each; 
1 quart, $2.50 each. 


VENTILATORS. 
Diamond E, No. * $4.80 a doz.; 
No. 2, $5.60 a doz.; No. 3, $6.40 a 
doz.; No. 4, $7.60 a doz 
Deflectair, No. 87, $3.00 a doz.; No. 
117, $4.50 a doz. 


WEATHERSTRIP. 

Wood and rubber, No. 1, $17.00 per 
1000 feet; No. 1%, $19.00 per 1000 
feet: No. 2, $24.00 per 1000 feet; 
No. 4, $13.50 per 1000 feet; No. 7, 
$40.25 per 1000 feet. 

Wood and felt, No. 70 and 71, 
$18.00 per 1000 feet; No. 71 1%, $25.25 
nad 1000 feet; No. 75, $41.25 per 1000 
ee 

Nu Strip, $16.50 per 1000 feet. 

Dust Strip, $28.00 per 1000 feet. 
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THESE KNOBS WILL 


LOOK NEW 


AFTER YEARS OF HARD SERVICE 


Even on outside doors Bakelite Molded door 
knobs do not lose their fine appearance. The 
smooth lustrous finish is permanent and the 
color goes all the way through. They cannot 
corrode and there is no plating or lacquer to 
tarnish or wear off. Strong and solid they will 
not dent or easily break. 

While these better knobs of Bakelite Molded 


BAKELITE CORPORATION, 247 Park Ave., New York. CHICAGO OFFICE, 635 West Twenty-second St. 


look expensive ther price is so moderate that 
they are being widely used in place of ordinary 
pressed metal and glass knobs. Customers pre- 
fer them every time. A display will do the sell- 
ing. Write to the National Brass Company, Grand 
Rapids, Michigan, for details. They offer Bakelite 
Molded knobs in glossy walnut brown and black, 
and in dull black for use with wrought iron. 


BAKELITE CORPORATION OF CANADA, LIMITED, 163 Dufferin Street, Toronto, Ontario 





BAK 


ReGsTERe 


Bokelite Corporation. Under the copr 


. B 
registered Trode Mork ond Symbol shown may be used only on products tol “B* is the numerical sign for infinity. oF unlimited quontity 


mode trom materials manutactured by 








LITE 


VU. 6. PAT. OFF 


11 symbolizes the 


infinite number of present ond future uses of Bokeiite Corporanon's products” 


THE MATERIAL OF A THOUSAND USES 
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ITI ES Trade in General Is Fair— 
Twi N @ “4 Some Prices Have Been Revised 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., Sept. 9.—With the Minnesota State Fair in 
the background, as well as other State fairs in this part of the coun- 
try, and the county fairs nearly all a matter of history, and with 
schools in full swing, fall work and play programs are well under 
way. In just a few days the hunting season will be open in Minne- 
sota and devotees of this sport are busy equipping themselves and 
preparing for the fall shooting. Late fishing is also the subject of 
interest and dealers are finding a fair market for equipment and 
supplies along this line. 

Fall work is well under way in the agricultural districts, and many 
fields are already under the plow. Construction work on highways 
is being pushed toward completion for the year. Building con- 
struction for fall seems of fair proportions and repair work is get- 
ting a good start. 

As noted in last week’s letter, crops in many of the districts in 
the Northwest are turning out better than had been expected, and 
with better prices will produce more revenue than anticipated. 


Retail trade in general is fair, with collections holding up the | 


average set for the year. 
Prices have been changed on a few items, notably sash cord, 
Armco galvanized iron, tin and wire brads. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | 


RETAILERS, F.O.B. ST. PAUL AND MINNEAPOLIS. 


AXES. GALVANIZED WARE. 
Single bit, base weight, unhandled | Standard galvanized pails, 10-qt., 


$20.00 to $21.50; single bit, handled, pails, 16- -qt., $4. 70; i8-at., $5.50; 


| 

B | : 

axes, $15.00 to $15.50; double bit, $2.60; 12-qt., $2.85; 14-qt., $3.10; stock 

$19.25; double bit, handled, $24.25 standard tubs, No. 1, $7.15; No. 2, 
| 


doz., net. $8.00; No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. '3, $15.60 
BOLTS. doz. net. 


| 
Carriage and machine bolts, 60-10 | GLASS AND PUTTY. 


per cent; stove bolts, 75-10 per cent, Single and double strength A grade 


— lag gc ei 60-10 per cent from | glass Minnesota prices, 83 per cent 
2s from lists; strictly +g putty, in 50- 
BRADS | Ib. steel drums, $5.35 cwt., net. 
Wire brads, in 25-lb. box at 75-10 GRASS SHEARS. 


“Doo-Klip’ grass shears, $10.80 
doz.; ‘‘Doo-Klip’ long handle grass 
shears, $18.00 doz. net. 


ICE CREAM FREEZERS. ; 
Acme, 2-qt., galvanized, 75c.; 4-qt., 
$1.65; White Mountain, 4-qt., $4.13; 


per cent from lists. 


BUILDING PAPER. 
Red rosin sized building paper, 
$2.52, and tarred felt, $3.00 cwt., net. 


CHAIN. 8-qt., $6.75 each net. 
Log chain, convened. % x 14, $1.56; 
5/16 x 14, $2.11; % 14, $2.89; self | LANTERNS. — 
on 4x ‘14, $1. 40; 5/ 16 x 15, $1. 88; | Dietz D-Lite, No. 2, $13.00; No. 2, 
% X » $2. 54 each; proof coil chain, large fount, $14.25; No. 2, Blizzard, 
A Bex ” $8.7 78; % in., $16.04; % in., $13.00; No. 2, Blizzard, large fount, 
$26.13; 5 in., $41.82 per 100 ft. $14.25; Wizard, Cold Blast, $8.50 doz., 
net. 
BUILDERS’ HARDWARE. LAWN GOODS 
Steel butts, 3% x 3%, old copper teens ’ ; a 
or dull brass finish, less than case see gla my 


lots, 16%c. per pair; 4 x 4, old cop- 


per or dull brass finish, less than Clinching hose menders, 90c. per doz. 


case lots, 22c. per pay we steel, LAWN HOSE. 
bevel inside sets, .00 per doz. sets. . ‘ : 
Steel, bit-keyed front door sets, $1,20 a mod tate, i ‘-in., 3-ply, 5%c.; 
per set; wrought brass, bit-keyed oe 4uc _ a. 9c.;_ Bull 
front door sets, $2.40 per set; wrought og, %-in., 7- 1 %e- 3 Manhat- 
brass, cylinder front door sets, $4.75 — Walpcora ‘afolded, Min. in 500- 
per set. All lock sets quoted in old ees in #50. a i le gg et 
copper finish. 5%-in., $7.30; red, $7.80 per 100 ft. 
EAVES TROUGH, CONDUCTOR PIPE _~- 
AND ELBOWS LAWN MOWERS. 
Eaves trough, 28-gage, 3-in., slip ewe ry Sty A, 16- oan” $18.00; 
joint, 5-in., in’ crates, $5.25; 6-in., ean 


$6.40; conductor pipe, 3-in., in crates, 


not nested, $5.10; 4-in., $7.15 per 100 MILK CANS. 





ft.; elbows, 3-in., $1.73; 4-in., $2.88 Railroad, wide neck. 8 - 
> , 8-gal., $2.50; 
doz. net. 10-gal., $2.70 each, net. 
FILES. NAILS. 
First quality files, 50 per cent, and | Standard wire nails and cement 
jobbers’ brands, 60-10 per cent from coated wire nails, $2.65 per 100-Ib. 


list. | keg base. 





POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


PRUNERS. 
“Doo-Klip’’ pruners, $10.80 doz., 
net. 


REGISTERS. 
Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 


Best grade manila rope, 21ic. Ib.; 
second gradg, 17c lb.; best grade 
gag ea 1644c. 1b.; second grade, 
1l6c D 





ROLLER SKATES. 


Union line, extension, web heel and 
toe straps, plain steel rolls, 75c. per 
pair. 

Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self- een ball 
bearing wheels, $1.45 p 

Chicago line: No. si, $2.65; No. 
183, $2.75; No. 185, $2. 75; No. 101, 
| $1.00: Nos. 193 and 105, $1.40. 


| SANDPAPER. 

3est grade sandpaper, No. 1, 938c. 
per box of 75 sheets; second grade, 
No. 1, 69c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 


Sash cord, best grade, d54c. lb. base; 
second grade, 30c. lb.; third grade, 
23c. Ib. base, net; and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 


Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 421% per cent; round 
head brass, 37% per cent from lists. 


SOLDER. 

| Warranted half and half solder, 
22%,c. Ib., and strictly half and half 
solder, 23%c. lb., in 100-Ib. boxes, 
net. 


STEEL SHEETS. 
| Galvanized steel sheets, 24-ga. 
(base), $4.30; black steel sheets, 24- 


ga. (base), $3.70. Armco galvanized 
steel sheets, 24-ga. (base), $6.15 cwt., 
net. 


TIN. 
| Furnace coke tin, ICL, 20 x 28, 
$13.75 box, and roofing, 20 x 28, 8 lb., 
coating, Ic, $14.40 box, net. 


TIRES AND TUBES. 

Mansfield tires, 30 x 3%, Liberty 
cord, $4,17. Mansfield me 4 duty 
oversize, Liberty, 32 x 4, $7.95 

Mansfield heavy duty, 32 x 4, $10. 50. 
Mansfield double service, 29 x 4.50, 

$10.68. Mansfield double service, 32 
| x 5.50, $21.74. 

Tubes, 30 x Ayia Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
} Tubes, 30 x Si Liberty, 90c. Tubes, 
29 x 4.40, Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 


WHEELBARROWS. 


Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIRE. 


Galvanized barbed cattle wire, $2.70 
per 80-rod spool; galvanized hog, 
$2.88 per 80-rod spool; special gal- 
vanized barbed hog wire, $2.20 per 
80-rod spool; No. 9 (base), smooth, 
galvanized wire, $3.25 cwt., and No. 
9, smooth, black wire, $2.80. 


| WIRE CLOTH. 


Black painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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We Take on A Famous LINE 


Ir is with great pleasure that we announce to our dealers 
the addition to our line of 


Planet Jr. 


PLANET JR.’S 
CREED Farm and Garden Implements 





“Tt is an invariable rule 
of ours to make every- 
thing of the best mate- 
rial and in the best form 
and never to lower the 
quality of our goods. 
From the very begin- 
ning we have improved 
our designs wherever it 
seemed possible, and 
have never allowed the 
quality to depreciate. 
No prospect of increased 
profit has caused us to 
swerve from the deter- 


which for more than half a century have maintained a 
position of acknowledged leadership in their field. 


mination to offer as 
good tools each year as 
we have ever made be- 





fore, or better ones. We . 

pets : Why not let PLANET JR. be your line too and take advantage of its 

intend this to be per- world-wide reputation, national advertising and effective dealer aids? 
9 . 

petual. And if you are on “Worthington Territory,” why not use us as a source 


of supply? 





Headquarters also for three closely related and 
proven quality products: 

WHITNEY-ECKSTEIN LAWN SEEDS 
LOMA and OLD GARDENER FERTILIZERS 




















THE GEO. WORTHINGTON CO. 
1829 CLEVELAND, OHIO 1930 
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... Four 
generations of 
building good 
hammers...4 
generations of 
telling the world 
about it...and 4 
generations of 
satisfied users 
are back of the 
name... 


MAYDOLE 


You’ll sell more hammers if you 
display and recommend May- 
doles. Your jobber can supply 
you with standard assortments 
or the styles and weights you 
need. 


Maydole 


Hammers 


The David Maydole Hammer Co..Norwich NY 



































Fishing Sundries at Five Cents to $2. 00 


(Continued from page 46) 


The true fisherman is always 
looking for a new weight or type 
of sinker, an extra reel, some 
lines, hooks, cork balls, the painted 
floats and the other incidentals. 
He might hesitate to ask to see 
any or all of these items realizing 
that even if a sale is made the 
amount involved is small. With 
the table out in front he can help 
himself, look over everything as 
often as he wishes and that’s the 
reason why this little table pulls 
so much business. 

The man who is waiting for 
change or perhaps comes in at 
a very busy time and must wait 
for attention may drift over 
toward the fishing sundries table 
and buy a few items, at least he 
can easily look over the miscel- 
laneous articles and be constantly 
reminded of the Rio Grande Hard- 


ware Company’s stock of equipment. 

Under the display top you can 
see a few rods and bigger items 
in the tackle line. The main dis- 
play of fishing equipment is handy 
to this table, being featured on 
the nearest wall panel in the more 
or less conventional manner. 

Often a man will pick up 50 
cents worth of sundries and men- 
tion his fishing plans. A little 
leading brings out the condition 
and extent of his equipment and 
plenty of extra and very profitable 
sales are built up from the start 
of 5 cents to $2 fishing sundries 
display. 

Weslaco has a population of 
7000 and is only ten years old as 
atown. In common with the other 
communities of the Rio Grande 
Valley in Texas it is growing at a 
rapid rate. 


Getting Set = the Trapping Season 


(Continued from page 55) 


trappers by the hardware store 
would, no doubt, assist in creating 
more business for the store. An- 
other scheme for window display 
having good possibilities would be 
to duplicate the tracks of the com- 
moner wild animals on a suitable 
background on the floor of the 
window. The traps recommended 
for catching each kind of animal 
should be shown in ‘connection 
with the replicas of the tracks of 
that animal. 

Probably the most effective 
method of displaying traps in the 
interior of the store is by sus- 
pending them in groups, according 
to size, on a post, wire, or some 
similar object in a prominent 
place in the store. During the 
trapping season a spot near the 
cash register would be most ad- 
vantageous. Then, attention could 
be easily called to them while 
making other transactions, with 
little effort, but with telling re- 
sults. To encourage large pur- 
chases, some dealers have found it 
helpful to establish a better price 
on lots of one dozen and for lots 
of five dozen or over. The savings 
need not be excessive to offer an 
inducement which will often lead 


to selling a dozen traps to the cus- 
tomer who had originally intended 
to buy only five or six traps at the 
time. 

Accessories such as_ skinning 
gambrels, trap placers, shock ab- 
sorbers, drags, lure, trap chain, 
fur stretchers, wire snares and 
address tags offer other chances 
for the hardware trade to make 
the most of the trapping season. 


VanDervoort’s Rustic Display 
(Continued from page 53) 


lated in the store, crowds were at- 
tracted to the unusual displays and 
the VanDervoort hardware store 
was brought into most every conver- 
sation regarding hunting and hunt- 
ing supplies. The high point for 
arms and° @mmunition sales was 
reached during the five days that 
pheasant hunting is permitted in 
Michigan, late in October. In the 
course of twelve months the same 
section of the store will have been 
used for four or five different lines 
of merchandise. 

During the hunting season, ap- 
parel for the sportsman was also 
featured in the arms and ammuni- 
tion department. 
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Featuring Toys Often and Prominently 


(Continued from page 52) 


annually. Per capita purchases 
yearly for every man woman and 
child in the country are approxi- 
mately $1.50. The latter figure will 
enable the dealer to estimate the 
volume of the toy business available 
in his territory with a fair degree 
of accuracy. 

No other type of retail outlet is 
better equipped to handle toys 
than the average hardware store. 
Toys must be prominently dis- 
played, but a rather complete line 
can be efficiently displayed in a 
relatively small space. In several 
of the largest cities in the coun- 
try, hardware stores sell more 
toys than department stores 
or any other type of retail 


outlet. Columbus, Ohio, is one city 
exemplifying this fact. 

Moreover, a toy department is 
conducive to a healthier general 
business. In attracting a larger 
number of women and children to 
the store it accomplishes a func- 
tion sometimes difficult for stores 
lacking a similar attraction. Chil- 
dren naturally talk about toys they 
have seen on a visit to the hard- 
ware store, and this serves to 
start parents and relatives to 
thinking about that particular 
store. In thus creating good will 
among the children, a most valu- 

able asset is cultivated. Per- 
haps a toy department is the 
solution to your problem. 






Served by A Woman Hardware Merchant 


(Continued from page 45) 


apartment. Mrs. Herbert estimates 
that each new householder spends 
an average of about $100 for 
hardware essentials during the 
first year of residence. Few buy 
all of the articles needed at the 
start, but acquire them gradually 
as their need develops. A complete 
set of electric light bulbs for the 
new home is one of the first ne- 
cessities. As the homes in Rad- 
burn are equipped with adequate 
fixtures and electrical outlets, the 
average sale of a complete set of 
lamps is about $15, according to 
Mrs. Herbert. Every home has a 
fairly spacious lawn, which has 
created a brisk demand for lawn 
mowers and lawn goods of every 
description. Nearly every house- 
wife purchases additional house- 
wares when a real kitchen is made 
available by moving into a spa- 
cious home. 

Mrs. Herbert has also developed 
a very profitable side line in 
equipping the new homes with 
window screens and screen doors. 
As approximately $55 is involved 


in each screen transaction, the 
business is worth going after. 
Standard sized screens are or- 
dered. Occasionally it is necessary 
to trim them slightly to fit, but 
this is not a difficult task. The 
customer can specify what type 
of wire is wanted, and as the 
screens he has are unpainted, the 
Herbert Co. paints them to match 
the trim of the house. 

Through the cooperation of the 
builders, Mrs. Herbert obtained a 
list of the standardized sizes of 
window panes used in all Radburn 
homes. This made it possible for 
the store to carry a small stock of 
needed sizes only, and at the same 
time eliminated the necessity of 
cutting glass to order. A very 
profitable glass replacement was 
thus made possible on a small in- 
vestment in stock. In conclusion, 
it is almost needless to say that 
this woman hardware merchant is 
meeting new problems in a capable 
manner, and in doing this is re- 
ceiving a great deal of pleasure 
from her experience. 


Pe oe ee ee pe or ee | 


BAKAT 


Teme te we Ne 8 


Just imagine the differ- 
ence in number of tack 
sales and profit per sale 
when your tacks stand 
on a counter or table in 
this attractive, colorful 
display box. And Baka- 
tax are rust resisting, san- 
itary, attractively blued, 
Your request, with job- 
ber’s name, will bring 
samples of Bakatax. 

Geo. Baker & Sons, Inc., 

Brockton, Mass. 














Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the 
jobber’s salesman. 


You may forget. 
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Only ALLITH is like 
ALLITH 


We frequently hear of .ALLITH being 
mentioned as one of the leading makes of 
We think it a bit unfair. 
There are several makes of good door 
hardware but there is only one ALLITH. 
ALLITH installations, whether for airport. 
industrial 


door hardware. 


firedoor, garage or use, are 
provably superior. 
There are any number of reasons. Not 


the least is the fact that every ALLITH 
set is made complete from pig iron to pack- 
age in our own factory, under the super- 
vision of ALLITH engincers and in keep- 
ing with the ALLITH standards of work- 
manship. This built-in reliability means 
greater salability for our dealers, greater 


satisfaction for their customers. 


Others have copied, but never equalled, 
the ALLITH features that mean easy oper- 
ation, dependability, unmatched appear- 
ance and long use. 


Garage, Airport, Industrial and Fire Door 
Hardware 


ALLITH-PROUTY COMPANY 


DANVILLE ILLINOIS 


“Always on the Track” 


Allith 














| level before the definite adjustment is complete. 


Climbing Up 
(Continued from page 57) 


Now the history of depressions has been studied and 
you may put it down as certain that when this stage 
is reached—the stage of fear—the depression is at an 
end. That is the stage we have been moving through 
in the last few months. 

“Of course, prices are down. 
have prosperity without rising prices. 


But it is possible to 
Prices have 


been sinking—wholesale commodity prices much, re- 
| tail prices not so precipitously—for years. 


They have 
moved down since 1924. There were slight oscilla- 
tions up and down, but the general trend has been 
down. Yet during all this time we had an extraordi- 
nary degree of prosperity. We will doubtless get 
prosperity therefore before all these prices have been 
corrected. But there is, I am sure, no ground for the 
fear that wages and prices will go to the pre-war 
For 
that to happen we would have to have a shrinkage 


| of credit and money for which there is no sign any- 
| where now. 








| eause it looks different. 


“My judgment is that the factors which make for 
depression have expended their energy. The factors 
at work now are those who make for the next pros- 
perity.” 


If | Owned an Individual Store 


(Continued from page 49) 


tries to invent new and pleasing color combinations. 
He seeks to make it easy for the manufacturer to con- 
vince the people that the new model is different be- 
I should try to find an ex- 
pert of this kind before I painted my store. It would 
cost me a fee, but I ought to get something much 
more distinctive than just a fresh coat of white paint 
or red. 
Light Persuasively 


Second, I should, if possible, do something to the 
ventilation of the store. And the lighting. There 
has been a tremendous improvement in store lighting, 
but there is room for even more improvement. Light 
is a cheap and persuasive salesman. Human beings 
hate gloomy places; they are drawn to light like 
moths. As for ventilation, I can imagine how great 
the difficulties must be! Perhaps, also, my informa- 
tion is out of date, for it is quite a long while since I 
have visited a store. My wife does most of my buy- 
ing; my secretary does the rest. My tailor comes to 
my office, and my cigar maker sends me a fresh supply 
on the first of each month. About the only buying I do 
in the course of a year is golf balls. Years ago, how- 
ever, I was ina store. The air was terrible. 

In the third place, I should send for the people who 
make business accounting machinery, and buy every- 
thing I could possibly use. When I think of the 
stores I used to visit in my youth, it seems to me the 
proprietor was always back in the glassed-in cage at 
the rear, bending over the bookkeeper’s shoulder. 
That kind of a store has passed away, of course. But 
isn’t it still true that the proprietor is back there with 
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the bookkeeper more than he ought to be? Of course, 
it’s necessary to keep a close eye on intake and outgo, 
but machines do that. And the one thing which ma- 
chines cannot do is to give a personality to a business 
and inspire the personnel. 

I’d delegate all the bookkeeping and letter writing 
and general business management, but I’d be person- 
ally responsible for the final selection and the train- 
ing of the personnel. I’d pick out good-looking girls 
—they cost no more than the homely ones—and I’d try 
in some way to make it to their advantage to be in- 
telligent and enthusiastic about the goods they had 
to sell. (Once in the old days when I used to visit 
stores, I went into a men’s furnishing shop to buy 
some pajamas. The clerk showed me two pairs, one 
at $5 and one at $10. I asked: “What’s the differ- 
ence between them?” He answered, “The $10 pair are 
better.’”’) There is a lot of romance and excitement 
about any article of merchandise. We advertising 
agency men are supposed to discover that romance 
and get it into our copy. I’d try to have every clerk 
know something interesting about the goods he or she 
had to sell. I’d try to have their faces show that they 
really believed in the goods and had a lot of fun sell- 
ing them. 

I shouldn’t try to carry everything in the world— 





at least, I think I shouldn’t. But I should try to make | 


my store famous for certain things. Maybe I am all 
wet about this, but I have the same idea about many 
other lines of business. For instance, I never eat on 
the train without thinking to myself: “Why do the 
railroads feel they must have a hundred different 
dishes on the menu? Instead of giving the eater his 
choice of a hundred dishes, all badly cooked, why not 


give him a choice of five dishes wonderfully cooked?” | 
Perhaps you can’t run dining cars that way. Perhaps | 
a store must have everything that every other store | 


has. But it seems to me I’d try to get the news spread 


around that “Barton’s is the place to buy certain par- | 


ticular things. Of course, they have good values in 


other things, but in these particular things they are | 


wonderful. 

I think I’d try to be out of the store a lot. My 
private suspicion is that almost all American business 
men stick to their desks too closely. We are afraid to 
leave our desks, afraid someone will think we are loaf- 
ing or neglecting our business—slipping. When 
Brand Whitlock was elected mayor of Toledo he wrote 
to Tom Johnson, who was mayor of Cleveland, and 
said: “You are an old and experienced mayor, and I 
am a new one. Teach me this mayor business.” Tom 
wrote back: “It’s simple. Decide fast and be right 
51 per cent of the time. And under no circumstances 
spend more than half an hour a day in your office.” 
If I owned the store I’d try to give it a personality by 
being a personality in the community. I’d be active 
in civic things. I’d drive around a lot and talk to the 
farmers and get their ideas. I’d try to have people 
saying: “That Barton is a good egg. Let’s spend our 
money in his store.” 

It almost goes without saying, since I am an ad- 
vertising agent, that I should employ the best adver- 
tising man I could find, pay him a generous fee and 
say: “Show me how to make my advertising more 
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HICKORY 
HANDLES 
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A ofitable. — 
FALL EXHIBIT 
for Your Window 


Won summer gone, the man of the 
field is ready to turn to the woods for fall 
and winter occupation. The ring of his axe 
through autumn forests will sound the sig- 
nal that winter fuel is being cut, ties are 
taking shape, and logging is under way... . 
The sportsman who only a few weeks past 
carried reel and rod will soon be tramp- 
ing the woods with dogs, gun and hunter’s 
axe. 


These woodsmen have need for hickory 
handles sold at your store. Dress your win- 
dow in attractive autumn trim and show in 
it Sallee Hickory Handles for every type 
tool. A display of these handles cut from 
the world’s richest second-growth hickory 
timber belt can create new sales—new profits 
for you. 


Ask your jobber for Sallee 
Handles of Hickory and Oak. 


SALLEE BROS. 
POCAHONTAS, ARK| 


“Years experience in handle making—from 
tread mill to modern plant production.” 
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Your 1931 requirements 
include a low-priced 


Quality Lawn Mower 





Here’s a line that bears the 
famous Blair name 


Customers for high-grade lawn mowers, 
customers for medium-priced mowers, 
customers for low-priced mowers— 
you'll have them all in 1931—and you'll 
need to keep them all satisfied. 


onda 

be sure to include a low-priced line of 
quality mowers in your 1931 stock—and 
that means Blair. Sturdy, dependable 
—the new mowers are worth every 
nickel you ask for them—will give en- 
tire satisfaction. They all carry the 
Blair exclusive Drawcut principle. 


— Don’t forget that— 


the Blair name is known for quality the 
country over and that the inclusion of 
the Blair low-priced line will help your 
sales of high-grade mowers—mowers 
such as the Hercules, Pilgrim, Automat- 
ics and Universals. 


Get all the details—write today to 


BLAIR MANUFACTURING COMPANY 
Est. 1879 


Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 

















attractive and effective.” But I should expect him to 
establish a typographical formula that would make 
my advertisements look better than those of my com- 
petitor. And I should suppose that, from time to time, 
he could bring me some ringing message that I could 
run in big space in the paper, something that might 
relate directly to the store or not at all to the store 
but only to the general interests of the community, 
but would have an attention value and a punch that 
would make people talk about the store and feel more 
kindly toward it. Buying white space and then filling 
it with poor advertising, in order to save an agent’s 
fee, is like buying expensive real estate and putting 
up an unattractive house to save the architect’s fee. 

I should say to myself, if I owned a store, “In every 
department of modern business there are now ‘ex- 
perts.’ Some are real and some are fakes. If I can 
separate the real ones from the fakes, and use them, 
I shall have just that much more high quality brain 
power working in my interests. And, in the long 
run, the business with the most brain power will make 
the most money.” 

* * * 

All of which is respectfully submitted. I should 
now be very pleased to read an article by a merchant, 
entitled: “What I should do if I owned an advertising 
agency.” 





Coming Conventions 


THtrD ANNUAL CONVENTION OF THE AMERICAN 
ASSOCIATION OF Master Locxsmitus, Hotel Pennsyl- 
vania, New York City, Nov. 12, 1930. Walter S. Orrell, 
secretary, 206 Pearl St., New York City. 

AMERICAN HARDWARE MANUFACTURERS ASSOCIA- 
TION CONVENTION, Marborough-Blenheim Hotel, At- 
lantic City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. 
Rockwell, secretary-treasurer, 342 Madison Ave., New 
York City. 

ILtyno1s Retait HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisitTion, Hotel Sherman, Chicago, Feb. 
10, 11, 12, 1931. Paul M. Mulliken, Managing Direc- 
tor, 14-16 North Spring St., Elgin. R. Y. Wallace, 
Director of Exhibits, Elgin. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND Exuisit, Brown Hotel, Louisville, 
Ky., Jan. 20, 21, 22, 23, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville, Ky. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Casey, manager-treas- 
urer, 2344 Nicollet Ave., Minneapolis. 

Missourt Retart HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MonTANA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvEnTION, Great Falls, Mont., Feb. 12, 13, 14, 1931. 
A. C. Talmage, secretary-treasurer, Bozeman, Mont. 

NATIONAL Etectric Licgut ASSOCIATION CONVENTION 
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AND Exuisition, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NaTIONAL HARDWARE ASSOCIATION CONVENTION, 
Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 

New ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, Ex- 
hibition at Mechanics Building. George A. Fiel, secre- 
tary, 80 Federal St., Boston, Mass. 

New York State RetTatL HARDWARE ASSOCIATION 
CONVENTION AND ExposiTION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley sec- 
retary, 510 Hills Building Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. : 
Ou1o HarpwarE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1931. 
Headquarters, Hotel Cleveland. Exhibition in Public 
Auditorium Annex. James B. Carson, secretary, 708 
Mutual Home Building, Dayton. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INc., CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 
1931. W. Glenn Pearce, secretary-treasurer, 610 West- 
ley Building, Philadelphia. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND ExuiBITION, Atlanta, 
Ga., May 12, 13 and 14, 1931. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SoutH DaxkoTta RETAIL HARDWARE ASSOCIATION 
ConvENTION, New Auditorium, Rapid City, Feb. 3, 4, 
5, 1931. Headquarters, Alex Johnson Hotel. Charles 
H. Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 

WEstT VIRGINIA HARDWARE ASSOCIATION CONVEN- 
TION AND ExuIpiTION, Charleston, Jan. 20, 21, 22, 1931. 
Headquarters, Daniel Boone Hotel. Exhibition in the 
Armory Building. James B. Carson, secretary, 708 
Mutual Home Building, Dayton, Ohio. 





Retsul Auto Polish 


Retsul automobile polish was originally de- 
veloped for the exclusive use of automobile man- 
ufacturers and body building plants for a final 
clean up and polish, before delivery. It cleans 
and polishes the car in one operation, requiring 
less rubbing. Retsul dries quickly and will not 
collect dust. This polish is offered in pint, quart 
and gallon cans. Minnesota Mining & Mfg. Co., 
St. Paul, Minn., produces this product to sell 
for the suggested retail price of $1.00, $1.50 and 
$4.25 respectively. Pint cans are packed in 





standard cases of 24, for which the dealer discount is 40%. In broken 
cases the discount is 331/%. Quart cans in standard cases of 12 
cans each have a 40% discount and broken cases carry a 331/3% 


discount. On gallon cans the discount is 40%, to dealers, in any 


quantity. 








He wants 
“the best” 


KILLED mechanics as a group 

are among your most profitable 
customers. They realize the impor- 
tance of using only the best tools in 
making important measurements. 


That’s why we say “Offer them Brown 
& Sharpe Tools”. Mechanics know 
the quality, the accuracy and the reli- 
ability of these fine tools. Years of 
experience with these ‘tools in the 
shop have strengthened this confi- 
dence. 


This universal acceptance means less 
selling effort for you and, more im- 
portant, it means profitable repeat 
business. Brown & Sharpe Mfg. Co., 
Providence, R. I. 


[Bs 
Brown & Sharpe 
Tools 


“World’s Standard of Accuracy” 




















88 





HARDWARE AGE for SEPTEMBER II, 1930 









Moore Bros. 
Cabinet 17 Heater 


Moore's cabinet seventeen 
heaters, in two tone wainut 
porcelain enamel finish, with 
latticed doors and modern- 
istic design are made by 
Moore Bros. Co., Joliet, Ill. 
Superba W model is 51 inches 
high, 30 inches wide and 24 
inches deep, with a 20 by 16 
by 9 Gloria 
W model inches high, 
28 inches wide and 21 inches 


inch firepot. 


is 45 





deep. It has a firepot meas- 
uring 20 by 13 by 7 inches. 
Shipping weights are 560 Ibs. 
and 420 Ibs. respectively. 
Heaters are equipped with 
Moore's anti- arbon slotted 
firepot, duplex grates for any fuel, surface-ground slide, door and 


ashpit, one piece cast iron combustion dome, latticed cabinet doors and 
humidified. Seven inch pipe is used 


Super-Grip Double Jaw Trap 


Super-Grip double jaw traps are offered to the dealer for $1.38 per 
dozen, by the Triumph Trap Co., Oneida, N. Y. They closely approxi- 
mate the staple No. | trap except as to price. The maker comments 
that the difference in cost is inconsequential. Secondary jaw faces 
have been inserted in a manner that does weaken the outer rim in the 
slightest degree. They cannot be detached by ordinary usage or severe 
abuse. Super-Grip traps are virtually escape-proof traps, preventing 
pull-outs, minimizing wring-offs and are the most humane, leg-grip- 
ping traps available, says the maker. They are offered to enable the 
amateur trapper as well as the professional trapper to purchase this 
high grade type trap 





Transcontinental Freight 


This four-piece wooden Transcontinental freight, No. 302, measures 
28 inches long. Freight train, which is made by Strombeck-Becker 
Mfg. Co., Moline, Ill., consists of locomotive tender, stake car with 








six pieces of lumber and a caboose, all mounted on eight wheels each 
Packed one dozen to a carton, shipping weight 25 Ibs. Individual set 
measures, packed in box, 1534 x 6% x 2% inches. An eight-piece 
freight train is also offered. It measures 57 inches long and is packed 
in cartons of six, weighing 25 Ibs. 








| 
| 





Nozzle Brush for Spic-Span 


The Premier Vacuum Cleaner Co., 1734 Ivanhoe Road, Cleveland, 
Ohio, has announced a special nozzle brush for use with the Premier 
Spic-Span, especially designed for billiard and pool table cleaning. 
It is fastened to the nozzle of the Spic-Span, in the same manner as 
the regular brush. Brush is fastened with the same screws as are 
used to hold the regular brush firmly in position, by means of two 





plated steel brackets. Brush is of hard maple, finished in black 
with extra g highest quality horsehair bristles. At the extreme 
ends hairs are much longer than the tufts in the rest of the brush, 


enabling cleaning of every inch of felt on billiard or pool table, and 
the space under the cushions. Suggested retail selling prices are 
Spic-Span, complete with blower and deodorizer accessories, $14.5 


$15.50 with brush, but without blower and deodorizer and $16.50 for 


Spic-Span, with special brush, deodorizer and blower accessories. 





Banquet 
Gastrolux Range 
Banquet Gastrolux gas 
range, made by the Great 
Western Stove Co., Leav- 
enworth, Kan., is an at- 
tractive model, which 


cooks on imprisoned heat 
under automatic control 
It is available in snow 
white, old ivory, green and 
pearl grey porcelain fin- 
ishes. Range heat is reg- 
ulated by automatic oven 
heat control. The oven is 











heavily insulated with 
Thermol and dead air 
space, keeping the heat 


inside the oven. Auto-stop reduces oven vent when gas is lowered or 
completely closes vent, when gas is turned off, completely imprisoning 
heat, within oven. Oven reaches 500 degrees in nine minutes, after 
lighting gas, eliminating the cost and time of pre-heating. It has new 
top burners, Turnezy valve, controlling instantly the gas flame. All 
piping is concealed inside the range and all surfaces are rounded and 


smooth. Cost to dealer is $89.00 and suggested retail selling price is 
$185.00. 
Starrett 


Nail Set Display 


An attractive display stand hold- 
ing two dozen nail sets has re- 
cently been announced by the L. 
S. Starrett Co., Athol, Mass. It is 
a simple and compact method of 
displaying the Starrett No. 800 nail 


set. Stand is provided without 
charge with each order of two 
dozen nail sets. It is finished ir 


attractive colors. 
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of the 
Master Mechanic 


The master mechanic is not 
necessarily your only tool- 
buyer. But the opinion of 
the master mechanic, based 
upon first hand experience, 
is a powerful force in dictat- 
ing, the brand of tool which 
your customers demand. 






Master mechanics, for many 
years, have thought well of 
Morse Drills, Reamers, Taps 
and Dies, and Cutters. Their 
knowledge of tools has made 
them recognize how faith- 
fully Morse Tools live up 
to the quality tradition of 
a sixty-five year old name. 





The Morse Line 
includes 
High Speed and Carbon 


DRILLS 
REAMERS 
CUTTERS 

TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 














STi LAs 





MOR SE 


TWIST DRILL & MACHINE COMPANY 








NEW BEDFORD, MASS..U.S.A. 





(Gaiaaiv 
HINGES 





A wide range of use is 
found for this popular 
GRIFFIN Fleur de Lis 
Hinge that combines 
beauty of design with 
precision in every 


manufacturing detail. 


Manufacturing Co 
ERIE, PENNSYLVANIA 


“ Branch Offices_ 
NEW YORK - - - 45 Warren St. 
CHICAGO - - 555 W. Randolph St. 
BOSTON - - - - 76 Batterymarch 


SAN FRANCISCO - 703 Market St. 
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READING 


Atlanta 
Baltimore 
Boston 
Buffalo 
Chicago 


CUT FROM SOLID PLATE 








SILENCE! 
























Beautiful—and dumb. That's the way 
Rico Hard Flooring Nails keep a floor, 
even alter long years of use. No 


squeak nor groan comes from loos- 
ened boards where these longer- 
gripping, tighter-holding flooring nails 
are used. 


The floor is safe and soundless. 


Rico Hard Flooring Nails are easy to 
handle because of their smooth sur- 
face... their great uniformity .. . their 
exceptional rigidity. Write for our 
illustrated catalog —we'll send you 
the profitable facts without obligation 


on your part. 


Reading Cut Nails are obtainable 
through authorized distributors 


IRON COMPANY 


Reading, Pennsylvania 





Cincinnati Pittsburgh San Francisco 
Detroit Seattle 
Houston roreeues Philadelphia 
Los Angeles St. Louis New Orleans | 
New York Tulsa Kansas City | 


READING 
CUT NAILS 





Electric Coffee Urn 


Black handles of unusual design fitted to a compact, streamlined 
body distinguish the new Covington urn offered by the Westinghouse 
Electric & Mfg. Co., Mansfield, Ohio. This eight cup capacity, four 
piece set features the long life Corox heating element, Spencer ther- 
mostat and a drip proof spigot. Suggested retail selling price on the 





urn is $16.50. On the complete set the suggested retail selling price 
is $29.50. Suggested retail price on cream and sugar set is $6.00. 
On tray, suggested price is $7.00. 





Horton Do-All lroners 


Do-All No. 264 kitchen model ironer, manufactured by Horton Mfg. 
Co., Fort Wayne, Ind., has a porcelain topped cabinet, which is easily 
removable. Ironer, table and cabinet top are finished in cream lacquer, 
trimmed in black, while the cabinet is pure white. lroner unit is 
offered, in portable model, 262, mounted on a cream lacquer finished 
board, with rubber feet. Board is trimmed in black. Model 263, 











laundry type, is mounted on a sturdy table at correct height for com- 
fortable use. Table and ironer are finished in cream lacquer. Models 
264 and 262 are illustrated. lroner unit itself is a 26-inch open roll 
end with rust-resisting, non-warping metal base. It is heavily padded 
with jute and cotton, covered with duck backing. Roll diameter is 6 
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inches and it revolves at the rate of eight and a half feet per minute. 
Shoe is cast steel, chromium plated, with ironing area of 91 square 
inches. Heating element is of 1150 watt type and is replaceable. 
Electric motor is 1/20 hp., 115 watt consumption exclusive of shoe. 
It operates from any standard service outlet, requiring no special 
wiring. Weights, for shipping are No. 262, 84 Ib, No. 263, 118 Ib. 


and No. 264, 169 Ib 
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WHERE SERVICE COUNTS 


Count on MYERS SELF-OILING POWER PUMPS for It 


More water over a longer period of years with less care and attention and at lower cost per gallon—service in 
perfect harmony with the dictates of critical users—here you have in a nutshell Myers Self-Oiling Power Pump service. 
Machined and assembled to a standard equalling the finest automobile, little wonder they give such excellent 

s satisfaction under so many different conditions. 


There is a style and size for any purpose up to ten thousand gallons of water per hour. It is good 
: business to sell and install them. Write or 
wire for new catalog and prices. 


The F. E. Myers & Bro. Co. 
Ashland, Ohio. 


Pumps — Water Systems — Hay Tools — Door Hangers 





CYLINDERS 


As manufacturers of a complete line of quality built 
cylinders and power working barrels in all standard sizes, 
we are ready to serve you promptly. Write or wire. 














Jobbers Convention Number 
of HARDWARE AGE 


Published October 30 ' 


featuring the first complete illustrated report of hardware jobbers convention at 
Atlantic City, Oct. 20-24. This convention is of vital importance tq the trade. Its 
proceedings will be eagerly read by wholesalers, retailers and their salesmen. 


@ Remind your distributors of your line—give them fresh sales material—a re- 
newed impetus for a vigorous fall campaign. 


@ Current rates apply—Hardware Age Red, $50 per page additional. 


Forms close October 20 


HARDWARE AGE .. . 239 West Street, New York City 


A. B.C. Charter Member A.B. P., Ine. 


























92 HARDWARE AGE for 


SEPTEMBER TT, 1930 




















up: UP! UP! 


go the sales—and profits—of hard- 
ware dealers handling RICH Lad- 
ders. 

These famous ladders—for every pur- 
pose—are strongly built by ladder 
specialists to meet the steadily grow- 
ing demand for better, safe ladders. 


shipments — 24-hour service 
Write for cata- 


Prompt 
from our new plant. 
log and prices. 


We pay the freight. 

















The Rich Pump & Ladder Co. 


CINCINNATI, OHIO 


RICH 


Light—SAFE—Spruce 


LADDERS 
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Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 

For instance, om pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 


modern hardware stock. 

Then, the Hardware Retailers on pages 80 to 353 who are 
rated 1, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every manu- 
facturer’s sales manager should have one on his desk, and 
every salesman could profitably carry a copy in his pe. 
Since the previous issue was published there have been 
more than 10,000 additions and corrections, and these all 
appear in the Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 























| How to Stimulate Your Wheel Goods 


| Department Sales 
(Continued from page 60) 


testants, and one each of these vehicles was given as a 
prize for first and second place respectively in the speed 
races. To compete in this the grand event of the day 
the boy or girl had to be a winner in some other event 
such as jumping, running, skipping, etc. There were, 
of course, no fees or other~conditions. Heats, semi- 
finals and finals determined the winners. 

For two weeks prior to the party feature stories on 
the picnic and the Sweepstakes were carried in the 
newspaper. Local hardware dealers displayed the 
vehicles in their windows. On the day of the picnic the 
manufacturer’s truck paraded about the city with the 
vehicles. Signs on the truck advertised the picnic, the 
race and the local stores where the vehicles were on 
display. 

A boy won the hobby horse and a girl won the air- 
plane. Local dealers participating were notified and 
immediately put cards in their windows announcing the 
winners, giving name, address and age. 

A similar plan could very easily be developed by a 
group of retail hardware merchants. It would actually 
pay them to provide during the season suitable equip- 
ment for holding such contests at picnics and other large 
gatherings. The possibilities of cooperative newspaper 
publicity and advertising are without limit. A dozen 
vehicles used during a season would come into use by 
hundreds and perhaps thousands of children who would 
want them permanently. If handled on a cooperative 
basis the investment in equipment would be slight as 
would the per dealer investment for advertising. The 
latter could be on a fairly large scale. On the basis of 
two prizes per event there would probably be one vehicle 
per dealer. At the end of the season the vehicles used 
in the contests could be reconditioned and sold slightly 
below the regular price or could be donated to a local 
hospital or orphanage. 


Vanite Perfume 
Flaconette 


Owens-Illinois Glass 
Co., Toledo, Ohio, 
offers Vanite per- 
fume flaconettes in 
Ye, Y%, V2 and one 
ounce sizes. These 
modernly — designed 
containers may be 
used to package bulk 
perfumes. Facets are 
set off by a leak- 
proof screw Cap, 
which fits well down 
on the shoulder of 
each flaconette. 
Larger sizes may be 
used on dressing 
tables, while the 
smaller sizes are de- 
signed specifically for the woman's small party or everyday bag. 
Samples are available from and prices will be quoted by the maker, 
upon request. 
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Order from 
Your Distributor 


Vv 


EVIDENCE 


As evidence that Thompson 
Blades have established 
themselves where quality 
means something, we have 
sold ONE BUYER’ more 
than 36,000 gross of Hack 
Saw Blades on the WORK 
VALUE basis. 
ASK ABOUT IT 


WwW 





PROFIT FOR YOU 


dinary blades. 


profits. 
ASK ABOUT IT 


FREE...MIL FLEX COUNTER DISPLAY 


A Sales 


VERY dealer will want this sure-fire profit 
maker, for the Mil Flex Counter Display is the 
busiest little business getter that ever sat on a 
counter. 
Your sales of Mil Flex Hack Saw Blades will soar 
from the day this top-notch salesman gets on 
the job. 
It’s new, snappy, compact, of heavy-gauge steel, 
and it’s handsomely enameled and lettered in 


Booster 


bright, attractive colors. Requires little counter 
space, yet provides ample room for good stock of 
best selling sizes. 

The quality of Mil Flex Blades has been fully 
established where quality counts. These same 
blades are now available to you at the price of 
ordinary blades. 

We'll include a MIL FLEX COUNTER DISPLAY 
free with an order for either of two of our Mil 
Flex Hack Saw Blade assortments. 


Write for Booklet, Prices and Details. 


THE HENRY G. THOMPSON & SON CO. 


Established 1876 


NEW MAVEN, CONN., U. Si A. 


You, too, can now buy 
Thompson Hack Saw Blades 
on the same definite stand- 
ard of performance—WORK 
VALUE basis—at the same 
price you would pay for or- 
It means in- 
creased sales and more 








Complete Distributor-Dealer Hook-up 


a 


NUTS 7 RIVETS 


To Make Your Bolt and Nut 
Business More Profitable 


Small unit packing—complete range of standard 
sizes— available direct from your distributor on 
short notice. This plan works perfectly with the idea 
of limited inventory and quick turnover. Keep your 
capital earning liberal dividends by concentrating 
on the Neely line. . 


Ask your distributor's salesman for complete 


information and prices. 
you, write to us direct. 


If he cannot supply 





NUT & BOLT CO. 





RODS 


PITTSBURGH, PA. 
UPSET FORGINGS 
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Short, but 
to the point 


You can have Atlas 
Tacks and Small Nails 
to meet the needs of all 

your customers. 


A complete line is always 
available in both quality 
and price range. 


Also Double Pointed Tacks 
and Staples, Rivets and Burrs, 
Escutcheon Pins, Furniture 
Nails, etc. 


ATLAS TACK 
- CORPORATION . 


FAIRHAVEN, MASS. ST. LOUIS, MO. 


<a 


] AN 


For Many Summer Uses 


Slipknot Friction 
Tape is a steady 
seller for taping 
baseballs, _ bats, 
golf clubs, tennis 
rackets and many 
other sporting 
goods. 











No matter how 
hot the weather, 
Slipknot Friction 
Tapes do _ not 
become dry and 
useless, but re- 
tain their adhe- 
j mame, siveness in all 
— = = — —=—=—=1! temperatures and 
under all weather 
conditions. 


SLIPKNO ; 
RICTION TAPE he 


—— a ee 


Attractively put up in Orange and Blue packages 
in 1, 2, 4 and 8 oz. rolls. Also in Counter Display 
Cartons in 1 and 2 oz. roll sizes. Good profit. Com- 
plete customer satisfaction. 


SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Taps 
RUBBER BANDS “DIME ASSORTMENT’ DISPLAY CARTON 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 

















Diskolf Game 


E. D. Linton, 238 
Massachusetts Ave., 
Providence, R.  l., 
distributes the Dis- 
kolf golf game, which 
has a base of conical 
shape. Device weighs 
approximately 7 Ib. 
It is made with a 
wire attachment ex- 
tending to the edge 
of the base. Balance 
of attachmegt is 
made of tape so as 
not to mar the golf club. Wire may be bent, for setting the ball to 
any tee height desirable. Ball cannot be split as it is of special con- 
struction, eliminating danger of injuring «persons by leaving the wire. 
Cost to dealer available upon request. Suggested retail selling price is 
$3 each, At the bottom edge of the base is a scale, representing 
hazards, par, birdie, eagle, hole in one, etc. 








gauges No. 627 are 
made by the Brown 
& Sharpe Mfg. Co., 


es. ze Fillet and Radius 
Poet = Gauges 
he Fillet and _ radius 





Providence, R. I., to 
simplify the rapid 
checking of | fillets 
and radii. Concave 


and convex radii of 
the same size are in- 
cluded on the same 
blade, which double 
ended feature re- 
duces by one half the number of blades necessary for a given range. 
Blades are long and are easily used in places formerly hard to reach. 
They are slotted and slide easily, making many blades available at one 
time. Large clamp nut locks blades securely in any desired position. 
Light weight metal 
is used, giving the 
greatest possible 
lightness with 
strength. Nos. 627A 
and 627B have a 
blade form which is 
particularly adapted 
for checking fillets 
and radii in corners 
or against shoulders. 
No. 627A has a 
range from 1/32 to 
17/64 ‘inch by 64ths 
and No. 627B from 
9/32 to 33/64 by 

64ths. The Nos. 627C and 627D are especially useful in laying out 
forming tools and similar work. No. 627C has a range from 1/32 to 
Y4 inch by 64ths, and No. 627D from 17/64 to Y% inch by 64ths. 
Nos. 627A and 627B have 8 blades each and list at $1.50 and $2.00 
respectively. The Nos. 627 C and 627D have 15 and 16 blades, listing 
at $1.75 and $2.25 each respectively. 











Milcor Flue or 
Clean-Out Door 


Milcor Steel Co., Milwau- 
kee, Wis., produces the 
Milcor flue or clean-out 
door, which is unbreakable. 
It is stamped from the 
highest grade, heavy copper 
alloy steel sheets. Hinges 
are integral with frame and 
door. Catches are of wrought 
steel and no riveting or 
welding is employed in its 
making. It will not rust, 
is easily handled and has a neat and finished appearance. Doors are 
packed in cartons of six and twelve, in sizes 8 x 8, 8 x 10 and 10 x 12 
in. Shipping weights per cartons of six are respectively: 20 Ib, 25 Ib. 
and 30 Ib. For the cartons of 12 the following are the shipping weights: 
40, 50 and 60 bb. 
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No. 
No. 
No. 


No. 03773 Shelf 
03773 White Finish Brackets 
X3773 Chromium Finish Brackets 
3773 Nickel Finish Brackets 
with Crystal or Opal Shelves 


RINGCO 


Bath Room Fixtures 


I ee 5 Se ee 
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No. 03776 Hook 
No. 03776 White Finish 
No. X3776 Chromium Finish 
No. 3776 Nickel Finish 





Every Bath Room 
Needs a SHELF 


Here’s a popular selling RNccO Bath Room 
Shelf of pleasing design in Crystal or Opal. 
Made in three standard sizes: 5” x 18”, 5” x 
2a” and5” =-30". 


Customers may have their choice of any of the 
following finishes: White, Chromium or Nickel. 
Many other styles shown in the big RINcCO 
catalog, also Robe Hooks in the same finishes 
mentioned. 


All RNcc9 Bath Room Fixtures are sold on 
merit. Send for latest catalog and price list. 


We also manufacture Furniture Trimmings, Up- 
holsterer’s Nails, Eyelets, Grommets and Washers. 


AMERICAN RING COMPANY 


Waterbury Connecticut 


Branch Offices: 
Boston—170 Summer St. New York—2 Hudson St. 
San Francisco—116 New Montgomery St. 
Chicago—29 E. Madison St. 
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strong, 


day. 
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Popularity That 
Insures Greater 
Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a demand 
tools 
plaid box’’—from shops 
and men to whom hack 


quick cutting 
and long lasting quali- 
ties are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. 
special sales 
help you get these blades 
started in your territory. 
Write for particulars to- 


The tools in the Plaid box 
American Saw & 


Springfield 





The Wolves of Lenox— 
How their names spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
. before that super strength, speed 

“and clean cutting teeth—when 

= wolves of Lenox were on the 
ob! 





in the 


of super- 


Our 
plan will 






Mfg. Co. 
Mass. 
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Two Customers 
For One! 


How often have you wished you 
could double your customer list? 
How often have you computed the 
possibilities offered by a double 
volume on the same old overhead? 

















The progressive merchant operat- 
ing on this Heller system is ac- 
complishing just this, and at the 
same time increasing the amount 
of the sale per customer. 


Thousands of merchants testify 
to the gains that the Heller sys- 
tem has shown. Its results are 
definite, profitable, quick. If, for 
any reason, our system of mer- 
chandising cannot increase your 
volume we will tell you frankly. 
So there is no risk in investigating. 


HELLER 


Business Building Store equipment 


W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio. 
Sign In the margin, New York Office: 
tear out this ad and 20 Vesey Street, 
mail today. Suite 500 





9A 

















96 HARDWARE AGE for SEPTEMBER II, 1930 











| Teeny-Golf 





Stock These 


. SIZES 
12"-14"-18" 


Every hardware store with 
a mechanics’ tool depart- 
ment should stock Porter 
Cutting Tools in these 
three sizes to meet the 
average requirements of 
mechanics, householders 
and auto mechanics. 


Other sizes sell more gen- 
erally in the industrial field 
and are quickly availabie 
from stocks of leading 
jobbers. wee + y Male & 


The range of sizes a store 
should carry varies with 







Teeny-Golf, a miniature nine 
hole golf course, made by Mark 
Harris, 215 4th Ave., New York 
City, is strongly constructed of 
special Prestwood material. It is 
a beautifully colored reproduction 
of a real golf course mpunted on 
legs, measuring 24¥2 by 42% 
inches. This course lists at $10.00 
and sells to the dealer for $6.50. Each golf course is complete*with 
miniature golf bag, four clubs and four balls. 









the store and its trade but Jumping Jack Rabbit Wheelbarrow 
these three sizes have a 
very general sale. The Toy Division, Maxcy-Barton Organ Co., 1511 Mallers Bidg., 
Chicago, IIl., offers the Jumping Jack Rabbit Wheelbarrow. This un- 
If you are not stock- usual wheelbarrow is of kiln dried hardwood stock, with strong wooden 


ing Porter’ Tools ask 
your jobber about 
them —or write for 
catalog. 


PORTER ® curmxe*toors 


H. K. Porter, Inc., 8 Ashland St., Everett, Mass. 


























wheel, finished in two coats of lacquer and varnished. Rabbits are in 
bright orange color, with green coats and black trimmings. It meas- 
ures 16 x 3] x 13 inches. Crates of 6 have a shipping weight of 98 
bs. The suggested retail selling price is $1.50. Cost to dealer is 
10% off list. For large orders better discounts are allowed. 


4 


Western Skeet Load 


Western Skeet Load in 12, 16 and 20 gauge is a special load, pro- 
| duced by Western Cartridge Co., East Alton, Ill. The 12 gauge load 
is put up in the Xpert shell with 3 drs. 1% oz., No. 9 chilled shot; 16 

gauge is offered in the field shell with 24 drs. % oz., No. 9 chilled 





NY 








Net Weight 2/2 lbs. 
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ATCHING 





|| (LASTER 
The Little | PECORA PAINT CO. | 
P. ackage SUMASELOUEA.OA.! 











with the lk Est, 1862 by Smith Bowen _})| 
BIG Sales Possibilities 


You can stow away a dozen of these cartons 
on a small section of shelf space but they 
begin to look big when you consider the 
turnover and profit. Fine for repairing 
cracks in plaster or tile. 2% to 15-lb. 
cartons. Write for samples and prices to 
Pecora Paint Co., 4th St. & Glenwood Ave., 
Philadelphia, Pa. Established 1862 by 
Smith Bowen. 














shot. This load is being put up in an attractively labelled package in 
blue, yellow and red color scheme with the official Skeet emblem on 
the top and end panels. It retails at the same price as corresponding 
regular load specifications in the Xpert and similar grade shells. 


— 
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GET THE FACTS 


VLCHEK VOLUME 


Production produces a line of hammers 
that are real values. 


VLCHEK 


The Vichek Tool Company Cleveland, Ohio 











YEAR ROUND DEMAND 


for KESTER METAL MENDER 


4 re - con w 
UL Because KESTER Metal Mender has 
GR Say taught householders everywhere how to 
Pee «solder easily, and its need and conveni- 
& p-] ence about the home, garage and shop 
fees Setote are now so widely accepted, there is a 
steady, increasing sale for it. Also for 
KESTER Radio Solder. Both in handy 
25c tins. The fast selling KESTER line 
includes Acid-Core for ‘‘heavyduty’’; 
Rosin-Core for delicate electrical work; 
Paste Core for the worker accustomed to paste. 
Sold on 1, 5 and 20 Ib. spools. 
From all Jobbers 
KESTER SOLDER COMPANY, 4205 Wrightwood Ave., Chicago 


Incorporated 1899 


Ses 






















The ‘‘Pioneer’’ Lawn Fence Display is 
TEER! convenient, attractive, and helps you 
show ‘Pioneer’ right at the point of 
sale. It was originated and perfected by 
“Pioneer”? to boost your volume and 
profits. Ask your jobber about ‘‘Pioneer’’ 
Lawn Fence and the Display Stand that 
sells it. 


TO SELL FOR YOU/ 






CONTINENTAL STEEL CORPORATION 
KOKOMO STEEL & WIRE CO. DIVISION 
KOKOMO, INDIANA 


lt “ KOKOMO LAWN FENCE 











Good M. anagement 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 


customers. 














WICKWIRE BROTHERS 
Poultry Netting Staples 


Made from good, durable wire, sharp 
pointed, thoroughly GALVANIZED. Sizes: 
H%, 7%, and 1 in. 

Packed in 100 Ib. kegs; in 50, 25, 10 and 5 
lb. wooden boxes; in 5 or 10 lb. paper boxes; 
also 1%, %, and 1 Ib. papers. All paper 
packages packed in wooden boxes. 


Your Jobber will supply you. 


Bemis ies 











It Pays to ‘feature 
Kees Specialties 


7 Every Car Owner Needsa 























Kees FRosT ALEERERS 


* Removes dangers of winter driving 
by keeping windshield clear of ice and 
snow. Aluminum frame; transparent 
back ; nichrome resistance wire. Com- 
plete with wire and switch, or cowl 
light socket plug for Ford cars. Un- 
limited demand. Popular price with libera! dealer profit. Write 
for literature and prices. 


F. D. KEES MFG. CO.. Beatrice, Nebraska 




















HOLD THAT SHOVEL ORDER: 


rs WATCH FOR HUBBARD’S a 
BIG NEWS -- NEXT WEEK 











to handle. 





SIDE LINES FOR SALESMEN 


Many good salesmen are looking for profitable “Side Lines” 


What have you to offer? 
Opportunities Section” of this paper and you'll be reasonably sur to find a 
reliable salesman to represent you. 


Give details—insert your ad in the “Classified 
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A “QUALITY” SELLER 
AT A LOW PRICE 





HE Hall “JUMBO” galvanized 
basket has advantages found in 
no other galvanized 
basket. It is probably 
sold in more hardware 
stores than any other 
similar product. Full form corrugations in heavily 
coated side, double bottom riveted through five layers 
of metal. Extra heavy Bessemer rod in top rim. 
Rope or iron handles. 


Hall Manufacturing Co., Cedar Rapids, Iowa 

















We Are Headquarters 
for Washers of Every Type 


Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate expressly for the purpose at our 
own works. Have specialized in this 
work for over 40 years. Also STAMP- 
INGS. 

Buy from Headquarters and save 
money. Send for 45 page Catalog. It 
contains practical washer information 
that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 


The World’s Largest Producer of Washers 














Holds the Tree gaged as a a Flagpole 


The Northland 


The heavy wide spread 
iron races afford safety. 
There’s no assembling. 
May be used also as a 
flower stand. Bronze 
lacquered cup, full quart 
size acts as a drip pan. Finished in green and 
bronze. Packed 6 to a carton. Shipping weight 
36 lbs. per dozen. 


TWIN CITY IRON AND WIRE CO. 
21 to 35 West Water St. Saint Paul, Minn. 

















COLORED 
METAL KBY 
SIGN 
Actual Size 
32 In. Long 
13% In. Deep 








The sign of the. 
master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 





Segal Lock & Hardware Co. 
12 Warren St., New York City 


reot > 

Jimmy- SEGALOCK/ 

Loeks Padlocks 
— = 





















“The Hardware Dealers’ Magazine” 
Published Every Thursday 





. 


Issued every Thursday by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. M | Vice-President ; 
Frederic C. Stevens, Treasurer; Arnotd L. Davis, Secretary. 








Member Audit Bureau of Circulations; Member of the Associated 
Business Papers 





EDITORIAL CONTENTS OF THIS ISSUE 


Tuning Up, a Cartoon ~ oe from the New York 


RR eee heenerey: Soy peter 41 
A Different Town Served by a Woman Hardware 

MMR so rob cake a ies apsi inca: eas ania ai esac hee 43 
Fishing Sundries at 5c. to $2............. 5. 
ee & ote By aerate sees 47 
If I Owned an Individual Store, by Bruce Barton. . 48 
Featuring Toys Often and Prominently......__. 51 
Vandervoort’s Rustic Displays... .. nak See BS 
Getting Set for the Trapping Season............... 54 
Climbing Up, an Interview with Col. L. P. Ayers, 

by John T. Flynn eins 56 
In Sporting Goods They Serve the Individual 58 
How to Stimulate Your Wheel Goods anon 

Sales 60. ~ 
Give Your Son a Chance to Make Mistakes err | 
News of the Week. ; a 
Should the Independent Retailer Give Credit Data to 

Mail Order Branch Stores?..................... 66 
General Market News of the Week .. 68 





EDITORIAL REPRESENTATIVES 


Cuicaco: Grorce F. Massey, 1507 Otis Bldg. 
PitrssurRGH: T. H. Gerken, 1819 Park Bldg. 
CLEVELAND: F.. L. Prentiss, 1862 Hanna Bldg. 
CINCINNATI: Rospert G. MoInrosH, 409 Traction Bldg. 
Boston: GERARD F'RAZAR. 

MINNEAPOLIS: F. 8. SmiTH, 4216 Bryant Ave. 8. 
Wasuineton: L. W. Morrert, 536 Investment Bldg. 


ADVERTISING REPRESENTATIVES 


New Yor«: P. J. Cosorave, 239 W. 39th St. 

Boston: CHauncey F. EnGiisH, 140 Federal St. 
PHILADELPHIA: Harotp G. Bioperrr, 1402 Widener Bldg. 
CLEVELAND: WILL J. Freppery, 1362 Hanna Bldg. 

Cuicaco: D. M. ANDREWs, H. A. Maguire, 1507 Otis Bidg. 


SUBSCRIPTION Price—United States, ite possessions, Canada, Mewico, Centrat 
America, South America, Spain, and its colonies. One year, $3.00; Foreign 
countries not taking domestic rates, 1 year, $6.00; Single copies, 25c. each. 
Subscription remittance should be made by Check, Post Office Money Order, 
Heprese Money Order or Bank Draft, payable to Harpware AG, New York. 
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Car Owners 


Fits The motorist finds the 
B. & C. Adjustable “S” 
Many Wrench a true friend. 
Nuts It’s just what a good auto wrench 
should be. Sells on real merit and 
Ton stays sold. Ask your jobber. 
a 
Ra BEMIS & CALL CO. 
MARK 


Springfield Mass. 










AY 


VVSUVEVD UDRP EL 
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THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 








“VES” Patent Ventilating Lock 


| Pop 


Showing Window Mencfesterers of Showing Window 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 














LETS 


FOR SMALL CABINET HARD- 
WARE; BOX, CHEST, REFRIGER- 
ATOR AND CUPBOARD 
HARDWARE, LOOK TO THE 





No. 1816 
BRAINERD LINE 
Corners, Hasps, 
a Catches, SERVICE 
andles, Pulls, AND 
Latches, Levers, 
Knobs, ‘Escutcheons, QUALITY 
ASSURED 


Card Holders, Key 
Checks, Hooks, 
Mirror Plates. 
THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 











Improved ‘‘Barnes’’ Type Pipe Cutter 
from the ARMSTRONG BROS. 


ui Line of Better Pipe Tool 


This 3-wheel Barnes type is especially 
adapted to work where the cut- 
ter cannot be revolved en- 
tirely around the 
Pipe. 












Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. Wheels 
of special Alloy Tool Steel 
— Improved Knife Blade 
Design — Cut faster, last 
longer. 





Write for ARMSTRONG BROS. TOOL CO. 
Catalog “The Tool Holder People” 
P-10 314 N. Francisco Ave. Chicago, U. S. A. 








CLOTH 
AND WIRE 


W IR E PRODUCTS 


“Baffalo” Quality Standard Galvanized 
Hardware Grade backed by 58 years’ ex- 
perience in wire cloth manufacturing. It 
gives the kind of service to your custom- 
ers that means more sales to you. Com- 
plete information and prices on request. 


Write for Folder 83-B 
BUFFALO WIRE WORKS CO., Inc. 


(Formerly Scheeler’s Sons) Est. 1869 
518 Terrace Buffalo, N. Y. 




















SEAMLESS TUBING— 


Lengths and Coils 


Dehydrated Tubing for Refrigeration Use. 
“Extra Heavy” Tube for Oil Burner 
Installation 


Immediate delivery. Send for prices. 

















AYERS ARN’ 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—te 
make ibl in jent for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 


MYERS NOISELESS CUSHION TIRE STORE LADDERS. 





















Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


me FE.MYERS & BRO.co. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 




















} 
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CLASSIFIED OPPORTUNITIES 








CLASSIFIED ADVERTISING 
RATES 





Positions Wanted and Help Wanted 

advertisements at Special Rate of 

eme cent a word, minimum fifty 
cents per insertion. 








Use the “Classified Opportunities Section” to reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


L in 
apply to “Business Opportunities,” “Sales 
iaseuene Gaal ent en Each additional inch.............. 4.00 
tives Wanted” Advertisements. 
Set Solid, Minimum of 5 lines......$3.00 
Eack additional line...........- »60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............ .&0 
Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 





“Sales 
Discounts for Classified Adv 

4 insertions, 10% off; 8 insertions, 15% eff 

Due to the special rate, these discounts de 

not apply on. Position Wanted or Help 
Wanted Advertisements. 

HARDWARE AGE is published each Thursday. 

Forms close Nine Days previous to date of 











Address your advertisements and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 























POSITIONS WANTED 


SALES REPRESENTATIVES WANTED 





BUILDERS’ Hardware Salesman, 35 years of age and competent to 
take entire charge of department, desires position, Thoroughly experienced 
and capable of specification and schedule work from blue prints. Also 
good knowledge of general hardware. Salary not as important as oppor- 
tunity for advancement. Will go anywhere. Address Box I-936, care of 
Harpware AGE, New York City. 





SALESMAN, age 35, married, desires position with reputable manu- 
facturer who would appreciate a live-wire and aggressive man to repre- 
sent their wares in New York State. I am thoroughly acquainted with 
house furnishing buyers and all hardware dealers. I can furnish A-1 
reference and desire position of responsibility wherein I can prove my 
ability. Address Box I-934, care of HArpware AGE, New York City. 





DO YOU WANT A GOOD LINE? 


One of the oldest and best established roller skate manufacturers 
has certain territories open for recognized manufacturers’ representa- 
tives. The line is priced right for your profit and also for the 
profit of your Dealers. The product is one of quality and first 
sales invariably lead to a fine volume of repeat orders. Those inter- 
ested will please address Freeze-Vogel-Leopold, Inc., 33 No. 
Michigan Avenue, Chicago. 











HARDWARE MAN of twenty years’ experience in the wholesale and 
retail hardware business desires a change. Forty years of age, honest, 
sober and industrious. Capable of holding a position of trust and can take 
charge of men. Will futnish best of references. -Address Box I-941, care 
of Harpware Ace, New York City. 











COMPETENT Contract Man and Detailer thoroughly experienced 
scheduling hardware from Architects plans and specifications. Four years 
in retail store and five years’ factory experience. Willing to go to any 
part of country. Am 38, single. References furnished. Address JAMES 
H. HARRIS, 60 Oakwood Avenue, West Hartford, Conn. 





HARDWARE MAN with 30 years’ experience as buyer, sales manager 
and traveling salesman desires position in same capacity. Can qualify as 
Buyer, Sales Manager or Manager of retail store. Willing to locate any- 
where but prefers West. Address Box I-943, care of HArpWARE AGe, 
New York City. 

HARDWARE MAN, 34 years of age, married, well versed in both 
buying and selling end of the business, executive ability, employed at 
present time. References available, desires position as Sales Manager or 
factory representative. Address Box I-932, care of Harpware AcE, New 
York City. 








HARDWARE MAN with ten years’ experience in Retail and Whole- 
sale hardware business and plumbing supplies is des‘rous of associating 
in managerial capacity with established reta‘ler or jobber in Metropolitan 
New York, Long Island or New Jersey. Married. References furnished. 
For full details write Box I-820, care of Harpware Ace, New York City. 





HARDWARE CLERK. age 34, 15 years’ thorough retail experience 
desires position. Preferably take charge or assist. A-1 references. Ad- 
dress Box I-942, care of Harpware Ace, New York City. 





RETAIL Hardware Man 15 years’ experience Shelf and Builders’ 
Hardware, tools and paints, desires a permanent connection in or near 
New York City. References. Address Box I-926, care of HARDWARE AGE, 
New York City. 





THOROUGHLY experienced Builders’ Hardware man, desires to repre- 
sent a manufacturer. also capable of taking charge of Builders’ Hardware 
Department of retail store. Address Box I-912, care of Harpware AGE, 
New York City. 


BUSINESS OPPORTUNITIES 


THIRTY-TWO years established hardware business for sale. Owner 
able and ready to retire spending 32 years in this one place and business. 
Declining years force retirement. No knock down bargain but a rare and 
clean deal direct from owner. ‘Located in Norfolk, Va. Address Box 
1-937, care of Harpware Ace, New York City. 











_ FOR SALE—Retail hardware business to close estate, commuting town 
in northern New Jersey 20 miles from New York City. Sacrifice $13.000 

oy buyer. Address Box I-918, care of HArpware Ace, New 
ork City. 





Sales Representatives Wanted 


An experienced Salesman to sell Nationally known 
builders’ line. Bricklayers, Carpenters and Plasterers’ 
tools. Commission basis. Give references and state ex- 
periences. Address Box 1-921, Care of Hardware Age, 
New York City. 














SALESMAN acquainted with contractors and builders in Northern New 
Tersey to sell a line of Hardware. Would be willing to add to line if 
business warranted. This is a real opportunity for a sales producer to 
connect with a growing concern. In replying state present and past con- 
nections, age, etc. Address Box 1-940, care of Ha»pware AcE, New York 
City. 

SALESMAN calling on wholesale hardware trade only need apply. 
The item is the only Patented Screen and Window Hanger on the mar- 
ket. Essex County institutions have adopted it for all county buildings. 
It sells itself. Address the NOSLIP COMPANY, Inc., Bloomfield, N. J. 








ROPE SALESMEN WANTED—100 per cent pure Manila rope 15c. 
lb. basis. Fast selling side line, five per cent commission. UNITED 


b 
FIBRE COMPANY, 82 South Street, New York City. 


SALES ACCOUNTS WANTED 











COMMISSION LINE WANTED 


Experienced salesman wants a quality line of item for Illinois retail 
hardware trade on commission. Have sold this trade for 14 years 
and have very close acquaintance with over 1500 dealers in towns, 
large and small. I cover entire state thoroughly in car except Cook 
County. Must be a dependable quality product that repeats and 
will build into volume. Box 235, Peoria, Illinois. 














ACTIVE Representative, California, Oregon and Washington, selling 
Hardware and Paint supply jobbers. Have been in territory 15 years. 
Want good lines tools, builders’ and specialties, also househeld, Three 
young active men. If we can’t sell your goods will tell you so. No 
waiting. FRED F. TEN EYCK, 3239 West 39th Street, Los Angeles, Cal. 





EXPERIENCED salesman calling on principal hardware jobbers and 
retailers in New York State, Ohio and Pennsylvania would like to 
hear from manufacturer desiring representation on commission basis. 
Address Box 1-939, care of Harpware Ace, New York City. 





TRAVELLED State of Texas several years selling the General and 
Builders’ Hardware Trade. Want meritorious line. Salary or Commission 
basis. Address Box I-923, care of Harpware Ace, New York City. 
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THE ADVERTISERS LNDEX 1s published as a convenience and not as @ part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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Model 94 Stes 

Arms Single Barrel 

Shotgun. Proof tested. 

Automatic ejector 

Barrel, high pressure 

steel, forged with lug 
iece. Full 
Coil springs. 

Walnut finish stock; ‘ 

halt ictal ori: ~~. 1% - f A 

er butt plate. \ 7 4 

is. 20 and Alo ' Wi q ’ COUNTER DISPLAY 

auges, in all popu- { 

= : of Ray-O-Vac Flash- 


Retail eee ail 
$8.50. = i lights is a dollar-pul- 


nines 4 ™ ler; your customers 
Sales =| see the Ray-O-Vac 
Profits— advertising in na- 


° . ' tional magazines, and when they come into 
D eliv erles: your store the display helps you complete the 
sale. Keep your Ray-O-Vacs well displayed, 
and they'll keep your cash-register jingling. 
Why not check over your stock today and 
drop a postal card order to your jobber? 





Stevens Springfield Shotguns have for years 
been the fastest selling singles and doubles. 
Just one reason—most for the money! 
For rough, knockabout use — hunting .. . 
in blind, or afield, Model 94 Springfield 
c Single Barrel, and Model 311 Springfield 
Model 311 Sories- Hammerless Double Barrel Shotguns have 
| Sh no equal at the prices. Win more cus- 

tomers, and give your trade more gun 
value with 94 and 311 Stevens. Jobbers FREN C H B ATT E ny CoO M PA N yy 
are stocked for quick shipments. Specify 
matted ‘rib. Hammer- Stevens Springfield Singles and Doubles. MADISON, WISCONSIN 

Sex Srame, top General Sales Office: 20 North Wacker Drive, Chicago 


ess, 
lever and boit in one 
omen A — springs; Made by 


eo J. STEVENS ARMS COMPANY 
; Chicopee Falls, Mass. 
Owned and Operated by 
16, 2 ond MO SAVAGE ARMS CORPORATION, it 


pow 
automatic 
half pistol grip; rub- 
ber butt plate. 12, 


gauges, in all — 
barrel lengths. _— Utica, N. Y. 
price, $18.50. 


STEVENS 


ae en iy 


\ Spear- 
“i Ca When you 
P specify Su- 
Opens and perior Brand 
Reseals Milk Hardware 
Bottles 
— Cloth you re- 
9 e U % 4 4 . . 
Doesn’t Spill ih ceive- a_ fabric 
It “Spears the Cap” on the bottle : ' 

and a quarter turn removes the vi? that is woven 
cap without splashing or spilling it Re from = standard 

a drop of cream or milk. ; z ‘ 
Also acts as a sanitary cover until size wire with 
milk is consumed. ite straight selvage, 


\ Spear-Cap Is Sanitary even mesh and 
; , Vv heavy. galva- 








Radio"A”’,"B”,and"'C’”’ Batteries, Autoradio and Aircraft Batteries, Ignition, 
Telephone, and Flashlight Batteries; Ray-O-Vac Rotomatic and Standard 
Flashlights; Ray-O-Vac Licensed Radio Tubes. 


















































NEW Way fh a nizing. 
After opening the bottle the oe 

housewife lays the Spear-Cap 
down with t e paper cap at- 





tached which is protected by } _ : G. F Wright 


the deep edge of the cap 
shell, Nothing comes in con- 
tact with it. When through 
using milk, re-seal the bottle 
with Spear-Cap. 

Spear-Cap is made of Alumi- 
num with Nickel-Silver spear. 
Never corrodes. 

Approved by Good House- 
keeping and Tribune Insti- 
tutes. Retails at 10c, $14.40 
per gross. Costs dealer $9.00 
per gross. If your jobber 
cannot supply you—write us 
for SAMPLE and prices. 


R. E. MILLER, Inc. 


35 Pearl Street, New York City 




















Steel & Wire Co. 
Worcester, 


Mass. 
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What other lock will give your customers 


PROTECTION 


Ot évery 
Price ¢ 


When have you ever been able to 
say to the man in front of the counter 
as he holds a 50c. or a 75c. lock in 
his hand— 

“THAT LOCK IS CUTTER 
PROOF, FILE PROOF, SAW 
PROOF!” 

That’s the kind of statement that 
sells merchandise—and the way to 
make that statement, even with the 
lowest priced locks, is to sell HURD’S. 


HURD, master lock builder, of Detroit, does make locks at 
50 cents, 75 cents, $1.00 and up to $3.50, which are actually 
and provably cutter proof, file proof and saw proof. That is 
what your customers want. Give it to them. There is more 
profit in good merchandise. More profit in satisfied customers 
because they come back. 

And with a complete line of Hurd cutter-proof, file-proof 
and saw-proof locks on your shelves, you can supply the 
demand at any price. Give your customers what they ‘are 
paying for—protection at every price. The sooner you do it, 


the more profit for YOU. 


E. P. Hurd, Lock Builder 
Detroit 


Branch Offices 



























ie re stisecteetaccseecethOe Wale G6, New Fok City 
. So SR . 2 ea renee D aidpotd (ela ia Wik lane a eral ae .....Lakeview, Ohio 
ECs MEN soa a ads Oka eee e oe ....703 Market St., San Francisco, Cal. 
RU ee, NIN soe hind 0's a 0.0: p aie ign diay 0:4 40k 711 Mutual Bldg., Kansas City, Mo. 
Malone, Wheless Co. ...........+.. .2022 Columbia Road, Washington, D. C. 




















Richardson & Bureau, Ltd., 129 St. Peter St., Montreal, Que. 
Export Office 
American Steel Export Co., 535 Fifth Ave., New York, N. Y. 


















NOW OFFERS A COMPLETE LINE 
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**Ameco”’— 


~~ Coppered 


Steel and 
Moth-proof 
Felt 


J No. 84B Door 
“Ja Bottom Strip 





**Heat Seal”’—All Cushion 


OSLEY’ 


Weather Strip 


TRADE MARK REGISTERED 


All Styles 


All Packaged? ==. 


The Standard for 


Three Generations 


The wise dealer carries a 


complete stock at all times. 


Sold by the leading Hard- 


ware Jobbers of America. 


THE D. W. BOSLEY CO., Chicago, Ill. 


**Nu-Strip’’—100 ft. Reel 
Competitive Grade 


“lee Saver’’°—For 
Refrigerator 
Insulation 


Window and 
Door Units 








